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Have you seen our booklet, “CoLtomBiA, THE LAND OF CoFFEE” ? 
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Careful cultivation . .. Constant experimentation . . 


Assure perfect quality the year ’round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
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NEW ADVANTAGES 
IN COFFEE 


ROASTING 


GUMP 


Ray-Nox 


ROASTER 


Roasts of improved cup and keeping 
qeseetes. 

niform, full development of the beans from center 
to outer surface—no tipping. 


Savings in roasting costs. 
In gas—power—maintenance. 


Easy Cleaning, Sanitation. 

Cleaning simplified, and metallic taste contamination 
— by stainless steel roasting cylinder, 

ights and inner housing. 


Maximum Safety. 
Standard equipment includes latest safety devices. 


Optional Accessories and Controls. 
Choice of accessories and controls, up to completely 
automatic roasting and cooling. 


C.... PLANTS where Gump Ray-Nox Roasters are now in operation 
are profiting from these major roasting advantages. Before 

you buy another roaster, get all the facts on why and 

how the Ray-Nox Roaster makes these advances possible. Gump engineers 
will be glad to cooperate fully in your modernization or 

expansion program. Write for full details, without obligation. 





B. F. GUMP CG O.ii isirs. cicere Avense, chicago 5, iinet 








1955 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “AUTO-CHECK” NET WEIGHERS ¢ BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
l 
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We have one . . . a capsule story! 
This is its 


By 1960 instant coffee sales 
should surpass regular coffee. 
You should be a part of this vast 
program. You can be — by selling 
YOUR OWN Instant Coffee. 


Get in on the INSTANT market 
. . . the fastest growing business 
in food stores . . . It should be 
your business! 





INSTANTLY 
SOLUBLE 





SOL CAFE MANUFACTURING CORPORATION 
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ROBUSTA COFFEE 


from 
Ivory Coast 


(FRENCH WEST AFRICA) 


Source of the Increasin ely Popular 
Neutral Type for Blending 


CHAMBER OF COMMERCE 


POST BOX 1399, ABIDJAN, IVORY COAST, FRENCH WEST AFRICA 


UNITED STATES REPRESENTATIVE FRENCH OVERSEAS TERRITORIES DIVISION 
COMMERCIAL COUNSELOR TO THE FRENCH EMBASSY, 610 FIFTH AVE., N. Y. 20, N. Y., Cl 5-7974 
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Most of the leading coffee companies n 
taurant glassmaker or instant coffee i 
Pouchpak . - - 4 smooth, glossy: snow-white paper 
that provides 4 tight heat seal, retains all the fresh 
aroma of fine coffee. 
g-fiber. plasticized paper that stays pli- 
sses due to broken bags. Yet it's easy 
mer to tear open. - saves time dur- 
be formed, ed sealed at 


and full in 
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Announcing Continental’s new self-tracking 


GREPSTRE 


With Continental’s exclusive new Gripstrip, you 
can sell your coffee ia cans that open without a hitch. 
Easy, sure and safe. 

Here’s how the new Gripstrip works. Double 
beads within the scored lines of the rip strip act like 
tiny railroad trac’:s. Each turn of the key automat- 
ically locks one section of Gripstrip firmly against 
the next... all the way around the can. It couldn’t 
be simpler, yet what a way to pep up your coffee 
sales story. 

Be one of the first to use Continental’s exciting 


new self-tracking Gripstrip. Call your Continental 
representative for complete details. Remember, we 
go all out to give you the best in Tailor-Made 
Package Service as well as the best in coffee cans. 


GRIPSTRIP locks itself into a slip- 
proof coil around the key. Elim- 
inates wasted time and effort. 


CONTINENTAL € CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain special- 
zed, detailed information on various sub- 
fects. This literature is yours jor the 
asking. Merely fill out the coupon and mail. 


8 —cranuLators 

This is a four-page bulletin with pictures 
and specifications on a new line of coffee 
granulators. The bulletin describes capacity 
and dimensions, special finishing rolls, 
Operation and maintenance, replacement 
heads, etc. Jabez Burns & Sons, Inc., 
lith Ave. at 43rd St., New York City. 


9 sopern FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10 —surerrive PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O’Neill Co., 311 Portland Avenue, 
Minneapolis 15, Minn. 


L]—riar BAG PACKAGE 

This four-page illustrated folder describes 
German-made automatic flat bag filling and 
closing machines. High speed types are 
said to fill and seal up to 130 bags per 
minute. Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln. U. S. repre- 
sentative: Ulbeco, Inc., 19 Rector St, New 
York City. 


12—corree GRANULIZERS 

A profusely illustrated folder which ex- 
plains the line of Gump Coffee Granulizers 
was recently issued. Included are details 
on the new Style ‘“E”’ Granulizer, as well 
as facts about the four sizes of Granulizers, 
each available in two models. B. F. Gump 
Co., 1325 S. Cicero Avenue, Chicago 50. 


13—srore GRINDER 

This illustrated bulletin describes the 
new Super Grindmaster Model No. 500, 
which supersedes the company’s regular 
Grindmaster, featured for the past four 
years. Operation is fully automatic. The 
grind plate is on the front of the machine, 
in full view of the customer, and the 
grinds are indicated with an illustration of 
the brewing device, as well as by name. 
American Duplex Co., 815-827 West 
Market St., Louisville 2, Ky. 
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WHAT DOES IT TAKE TO SET THE STANDARD? 


—da story by BURNS 





[, for more than 90 years, you develop and supply the industry's 


finest coffee ¢ — Ey available; if you also design and provide efficient and 


dependable Stirflex S and Keenan S together with a full line of 


“ie 1) 


superior S and Tru- Flo | and many other quality items essential 


to the coffee industry like S —if you develop and market all the 


items needed by coffee ZO S all over the Gy) and continually offer the 


most modern, efficient and economical equipment available — then, to set the standard, 


you must add SERVICE to PRODUCTS. You must be able to plan efficient rion Va : 
= ‘0 


an 44) 
maintain a complete and efficient spare ‘Sas! service; provide sq — saving 


help in moving part or all of a ZO or in SR equipment — IN SHORT 


if you establish and maintain a reputation for products and service second to none in 
the coffee industry throughout the (,/17~4 4 then you have what it takes to set the 


standard —to be the pace setter. 


JABEZ BURNS & SONS, INC. ; 
11th Avenue at 43rd Street ° New York 36, N. Y. cp GEMEELS 
DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT ( (~, 
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* A Coffee Convention “Highlight” Report: Decisions 


At the San Francisco convention, 
NCA's officers for the coming 
year appear confident about 
what's ahead. From left: John 
F. McKiernan, president; Arthur 
L. Ransohoff, chairman; Peter 
Folger, vice chairman; Austin 
O'Brien, treasurer. Mr. Ransohoff 
and Mr. Folger were elected to 
their posts at the convention. 


new selling built on facts about Mrs. Consumer 
can step up coffee volume, NCA convention hears 





Facing up to the hard fact that coffee is not keeping pace 
with the nation’s economy, the National Coffee Association's 
45th convention turned to the consumer for reasons—and 
began to shape answers. 

Research expert Lawrence E. Benson told the convention 
the high price of coffee was the most important factor in 
shaping housewives’ attitudes towaid the industry, and in 
influencing the pattern of their coffee consumption. 

Mr. Benson’s study of consumer attitudes on coffee was 
made for NCA as a guide to industry promotion and public 
relations. 

More than 700 coffee men and allied people gathered 
in San Francisco for the sessions, held at the Hotel Mark 
Hopkins. 

The tread to forum meetings took on new power at this 
convention. Two forums—one on Armed Forces coffee 
roasting. the other on consumer and institutional coffee 
merchandising—were strongly attended and sparked vigorous 
question and discussion. 

The convention elected Arthur L. Ransohoff chairman for 
the coming year. Mr. Ransohoff, who had been serving 
as vice clairman, 1s head of his own importing firm, the 
A. L. Ransohoff Co., Inc., New York City. 

Peter Folger, vice president of J. A. Folger & Co., 
San Francisco, was named vice chairman. 

Austin O’Brien, of Nash & O’Brien, New Orleans, is 
NCA treasurer. 

Elected directors were Jack R. Durland, Cain’s Coffee 
Co., Oklahoma City; J. W. Reily, Jr., Wm. B. Reily & Co., 
New Orleans; Lloyd Thomas, S. F. Pellas, Inc., San Fran- 
cisco; John Naumann, Naumann, Gepp & Co., Inc., New 
York City; Charles Leister, The Nestle Co., Inc., New 


DECEMBER, 1955 


York City; J. M. Clark, Anderson, Clayton & Co., New 
York City; and H. O. Knecht, Los Angeles. 

The convention authorized NCA President John F. Mc- 
Kiernan to appoint a soluble coffee committee to study 
problems created by the building of instant coffee plants 
in the producing countries. 

A ban on soluble coffee imports had been asked earlier 
in the year by The Committee of Soluble Coffee Producers, 
an organization headed by George Harrison, president of 
The Harrison Corp., New York City. 

Resolutions opposing imports of solubles into the United 
States had also been voted by regional coffee associations. 

Mr. McKiernan later announced the appointment to the 
committee of Dr. R. A. Reinecke, American Home Foods, 
Inc., as chairman; Edward Aborn, Tenco, Inc.; Earl Acker- 
man, Otis McAllister; Russell Atha, J. A. Folger & Co.; 
Joseph Blumlein, S. & W. Fine Foods, Inc.; B. F. Close, 
Co.; George Harrison, Harrison Coffee Corp.; Charles 
Leister, The Nestle Co., Inc.; and Austin O’Brien, Nash & 
O’Brien. 

Government attitude on the question was indicated by 
Henry F. Holland, Assistant Secretary of State for Inter- 
American Affairs, who pointed to conflicting interests on 
the issue. 

Some domestic interests favor the embargo, others do 
not, Mr. Holland told the convention. Should restrictive 
legislation be introduced into Congress, the State Depart- 
ment would have to consider the effect it would have on 
U. S. relations with the producing countries. 

Because of such broad considerations of national interest, 
he declared, it has been the policy of the U.S. government, 

(Continued on page 55) . 
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* A Coffee Convention “Highlight” Report: Perspectives 


how can we close the 


sap 


between coffee and the national economy ? 





By JOHN F. MC KIERNAN, 


Distant parts of the world are becoming increasingly closer 
and better known. Nowadays, more than ever before, the 
economic laws of supply and demand are not halted at na- 
tional boundaries by pricing arrangements, by government 
decrees, or by currency and exchange regulations. 

Attempts to restrain or dam up the natural flow of a 
commodity like coffee can do harm to the producers and 
their markets. Moreover, they can also cause economic ill- 
ness like inflation and depression which, as we all know, 
are exportable and can infect others. 

An economically-sound coffee producer is equally as im- 
portant as an economically-sound importer and processor. 
There is an interdependence that both parties must recog- 
nize. Any long range plan for coffee’s prosperity must 
never overlook that cardinal point any more than we can 
overlook the attitudes and reactions of the U.S. consumer. 

Inside our own borders, there is room fo- self-criticism 
in the matter of building coffee’s prosperity. We are living 
in the richest generation of the wealthiest nation in the 
world. Personal incomes are at record peaks. Our standard 
of living is the envy of all who observe it. Part of our 
good fortune, of course, is attributable to natural resources. 
But the more significant reason is our initiative and pro- 
ductivity, and these are supercharged by the competition 
and sales energy of our contemporaries. 

The big and disturbing question, then, is why the coffee 
business is not enjoying the full benefits of this rarified eco 
nomic atmosphere, 


Too much conservatism? 


Could it be that too many of us, with an exaggerated 
craving for security, have tied ourselves into the merry-go- 
round seat and are reluctant to reach for the rings? I have 
heard it said that conservatism, which may be defined as a 
resistance to change in methods and policy, may be praise- 
worthy—and it may cost a company nothing. Nothing, that 
is, except its future. Or, as another sage put it: “All you 
have to do in business is to stand and watch the world go 
by—and, brother, it sure will.” 

How big is the market for coffee in the United States? 
Well, it’s as big as the United States. It includes most of 
the population, and like the population. it is changing. If 
you agree that a market that size /s big, then your share of it 
can be enlarged by your sales initiative, by your enthusi- 
asm, by your market “savvy’’ and by that indispensable 
trait of any good salesman—your day-in and day-out per- 
sistence. 

Does anyone doubt that there are enough potential cus- 
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President 
National Coffee Association 


tomers of coffee to warrant persistent sales campaigns when, 
in this country, there are 105,000,000 over the age of 20 
now and, ten years hence, there'll be 11,000,000 more? 
Should anyone be hesitant about expanding his merchandis- 
ing when there are 4,000,000 brandnew consumers born 
every year—one every eight seconds? Can anyone fail to 
see the tremendous potentialities this new and mushrooming 
markt offers to those who are willing to invest in its de- 
velopment? 

If our industry is to grow and prosper, we must have the 
acceptance and the approval of the consumer whose money 
supports the industry. 


Today’s consumer 


What does today’s consumer look like? Mr. Benson tells 
us Mrs. Consumer looks pretty much the same as her mother 
did 20 years ago, except perhaps for a different hairdo, some 
new cosmetics and clothes and, maybe, an occasional pair 
of Bermuda shopping shorts. What might have changed, 
though, is the sales approach that will sell the consumer. 

Where do new merchandising ideas come from? 

We in the industry know that they're derived from many 
sources, many of them quite surprising. In fact there are 
more free-lancers and amateurs in the art of creating ideas 
than there and umpires and referees in the grandstands. Yet 
some of the most successful merchandising ideas ever ex- 
ploited have been born in the brains of men and women 
who are not ordinarily paid for that talent. Alert manage- 
ment recognizes this phenomenon. That's why it rewards 
employees who drop the best notes in suggestion boxes. 

It is no secret that the aggressive coffee businessman keeps 
his eye peeled and his ear cocked beyond the sight and 
sound of his conference room. He gives a thorough hear- 
ing to the ideas of his salesmen and his retailers. He studies 
the complaints and criticisms received by his service depart- 
ment. And he takes cues from other industries—and even 
from his competitors. Above all, he takes every op- 
portunity to meet Mrs. Consumer, observe her buying habits, 
and learn what she would most like to find in his product— 
and why. 

For instance, here’s a fact disclosed by a recent study 
of over 5.000 shoppers in 250 representative supermarkets 
around the U.S.—a fact that an alert coffee merchandiser 
might put to work for himself. The survey showed that, of 
a list of 88 items, regular coffee was bought less on impulse 
than were any of the others. Instant coffee was a close 
runner-up to regular coffee. That means that, on the written 
or mental list of items which shoppers decided upon before 

(Continued on page 13) 
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% A Coffee Convention “Highlight” Report: Camera Round-up 


Coffee people relax at San Francisco as PCCA plays host 


Above: Enjoying a good story are (clockwise from left) Weldon 
H. Emigh, George W. Westfeldt, Mrs. E. C. Arbuckle, Peter Folger, 
Mrs. James A. De Armond, Mr. Arbuckle, Mrs. Emigh, Mr. De 
Armond, Mrs. Westfeldt, James A. Folger. West Coasters on hand 
(center) included W. J. Morton, Mrs. and Mr. Henry Schmidt, John 
W. Schimelpfenig, Leonard Koppel, Mrs. and Mr. John Mooney. 


. - « at Oriental Fantasy dinner 


Enjoying PCCA's Oriental Fantasy dinner are (above, clockwise from 
left) Ferd W. Dalilen, Mrs. John Mack, John Mack, Jr., and a friend, 
David Osborn, Thomas J. Prettyman, Mrs. Dahlen, John Mack, Sr., 
Mrs. Prettyman and John Sherman. Center: Enjoying themselves 
at the wind-up banquet are Harold Gavigan, Rilea Doe, Earnest L. 
Shaw, Mrs. Doe, T. Carroll Wilson, Mrs. John F. McKiernan, Horacio 


Right: That's Harry A. March making with the applause. At his 
left are Mrs. and Mr. D. N. Lillevand, A. E. Caband, Mrs. and Mr. 
John Richards and Mrs. March. Consensus at convention was that 
San Francisco was a wonderful site for NCA's 45th annual conclave. 
Monday evening was free for visitors, hosts, to do the town. 


and provides entertainment 


= 


Cintra-Leite, Mrs. Wilson, Fred H. Silence, Mrs. Shaw, Mr. Mc- 
Kiernan, Mrs. Gavigan, Peter Folger and Mrs. Leite. Right: Offering 
smiles for the photographer—including the strange sample at the 
left—are W. O. Granicher, Mrs. Richard A. Sutherland, J. A. Mc- 
Millan, Mrs. William L. Bolte, Harold Hanson, Mrs. McMillan, Mr. 
Sutherland, Mrs. Hanson, Mr. Bolte and Mrs. Granicher. 


. - - at annual banquet, wind-up of NCA’s Golden Gate convention 





Left: Relaxing at PCCA's dinner ate (clockwise from the merry 
gentleman in the foreground) George Sasseen, Mrs. Arthur Ani- 
sansel, Wayland Morse, Charles T. Mattman, Richard Field, Mrs. 
A. C. Fenger, Albert. Ehlers, Mrs. Joseph Beatty, Mr. Anisansel, 
Mr. Fenger and Mrs. Ehlers. Center: In the foreground, looking 
at you over his shoulder, is Robert P. Furey. Left around the table 
are John F. Toomey, Stanley Curtis, Mr. and Mrs. Robert Cohn, 
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Mr. and Mrs. Jacob Cohn, Herman Baerwald, Mrs. John Heuman, 
Mr. Heuman. Right: New Yorkers having fun in San Francisco in- 
cluded Mrs. George Anderson {nearest camera) Mr. and Mrs. 
Jerome Gumperz, Mr. and Mrs. Louis Schlesinger, Mr. Anderson, 
Mrs. and Mr. H. L. C. Bendiks. Coffee visitors from other cities 
loved Golden Gate site of National Coffee Association's 45th 
convention. 








* A Coffee Convention “Highlight” Report: Sports 


Wear tops coffee golfers 
with low net; Donovan 
chalks up low gross 


San Francisco opened its heart to the National Coffee 
Association—and coffee people from everywhere took 
charming San Francisco to their hearts. 

With the Pacific Coast Coffee Association, headed by 
President Ernest L. Shaw, acting as host, NCA’s 45th 
convention gave a resounding demonstration of the sound- 
ness of a big-city site—if the city is San Francisco. 

Entertainment was headed up by Ed Johnson, Jr., as- 
sisted by Ed Manning, Jr., and E. T. Heathcote. 

Their most memorable contribution was the Oriental 
Fantasy, theme of the PCCA reception in the Terrace 
Room of the Fairmont Hotel, and of the dinner which 
followed. 

During the reception, the Chinese Drum Corps of St. 
Mary's marched into the Terrace Room, 60-strong, in a 
dramatic and resounding ‘pagoda parade.” 

On the day set aside for sports, San Francisco turned 
on its best weather, and New Yorkers and others are 
recalling with nostalgia the Golden Gate’s air and clear 
blue sky. 

About 115 golfers trekked out to the San Francisco 
Golf Club for the coffee tournament, along with a fair 
sprinkling of non-players for audience. 

Dick Wear came through with the low net, to win the 
Pan-American Coffee Bureau's trophy. This was presented 
to him at the annual banquet the next evening by Jack 
Evans, now consultant to the Bureau. 

Mr. Wear also received a set of eight golf irons. 

Apart from the PACB trophy, first prize for low gross— 
a MacGregor golf bag—went to John Donovan. 

Second low net was chalked up by Palle Seebach. He 
was trailed by George White, D. R. Stewart and Jack 
Rosenberg. 

Other golf winners were L. W. Hills, Weldon Emigh, 
Roy Jacobsen, Jack Schimelpfenig, W. A. Ackert, R. B. 
Johnston, Lloyd Thomas, Clarence Irish, Peter Jenkins, 
James A. De Armond, Milton Ruth, Harry Thompson, 
E. K. Walsh, Charles Mattman, John Tobin, Thomas Duff, 
E. M. Manning, J. C. Daly and Richard Balzac. 


Here are some of the 115 golfers who trekked out to the San 
Francisco Golf Club for the coffee convention tournament. Top 
(from left): Richard A. Sutherland, J. L. (Robbie) Robinson, 
Weldon H. Emigh and Richard Cain. Second from top: George 
M. Loeffler, W. P. Morse, John A. Sherman and Edward Moore. 
Third from top: Russell E. Atha, Jr., Peter Jenkins, Edward Johnson, 
Jn, and Ruben Hills Ill. Bottom: Henry Schmidt, Earl Lingle, 
Robert A. Manning and Cedric Sheerer. 
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Heading up the men’s golf tournament was Beck Rowe, 
with prizes for all events arranged by Weldon Emigh. 

Events for the ladies were set up by Mrs. J. A. De 
Armond. 

On the “sports” day, they started with a “ladies con- 
tinental breakfast” at the Top of the Mark followed 
by a Virginia Worth shopping tour. Luncheon in the 
Peacock Court of the Mark Hopkins was featured by an 
Oriental costume fashion show, arranged by PCCA and 
NCA. 

A cocktail party Wednesday was climaxed by the annual 
dinner and entertainment in the Peacock Court. 

Ed Johnson, Jr., gathered together the talent which 
made up a fine variety show, greatly enjoyed by all 
present. 

Convention planners wisely left Monday night free for 
California hosts to show visitors the town. Then, es- 
pecially, the love which San Franciscans have for their 
city was delightfully visible. 

Guests from other states—and other countries—took 
away with them some of that feeling for the Golden Gate 
city, based only in part on such intriguing points as the 
Fisherman’s Wharf and the Purple Onion, 

Even more, it was a feeling grown down through the 
years about a city which is lovely to look at . . . and, 
according to its citizens, lovely to live in. 


how can we close the gap? 


(Continued from page 10) 





they entered the store—coffee appeared more often than any 
of the other 87 items surveyd. 

In short, coffee is a traffic-maker for the retailer. 

The survey also showed that consumers buy most foods 
and beverages on impulse. Alert businessmen know how 
to use that information. 

Where are the new markets for coffee? Well, they're 
not quite everywhere you look, but thy're almost everywhere. 

There are, for example. thousands of vacant spots in 
factories, stations, terminals, sports arenas and office build- 
ings where coffee-vending machines could be serving the 
public. Despite the fact that the coffee-break’s popularity 
has nearly doubled since 1950, there are still thousands of 
small, medium and large offices which do not have a coffee- 
catering service. 

Of course, all coffee men know that markets are not static, 
that they change. For example, we would be lacking in 
vision if we were to underestimate the influence of the 
teenagers on family buying preferences. We should make 
friends with the teen-ager: 48% of all first brides are in 
their teen years; 16% of all men in uniform are teenagers. 

If teenagers are old enough to marry and to handle 

(Continued on page 56) 


San Francisco turned on ideal weather for the coffee convention golf 
tournament. Top (from left): Granville Conway, Harry Thompson, 
David S. Sweet and Jack Tobin. Second from top: Major W. A. 
Ackert, Fred Benedict, Abbott Sherwood and William Wirka. Third 
from top: Eduilo Baltodano, L. |. McKim, Hamilton Nolen and Joseph 
Beatty. Bottom: William Reid, Edward Superha, William Reid, Jr., 
Mrs. William Reid and Harold Hanson. 
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San Francisco’s year-round clement weather makes it an 
ideal port for handling coffee shipments. The even temperature facilitates 
receipt and storage of coffee without loss of weight. 
Docks are large, airy, and spacious which permits 
weighing and hauling immediately on unloading. 
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coffee in inter-American trade 


United States government’s attitudes on price agreements, 
soluble coffee imports are based on broad considerations 


By HENRY F. HOLLAND, Assistant Secretary of State 


I should like to discuss, in the context of our trade re- 
lations with the other American republics, some problems 
which may be emerging in coffee. Coffee occupies a 
unique position in inter-American trade. It is by far the 
most important commodity in our trade relations with 
the other American republics. It therefore has a sig- 
nificance in our relations with the coffee producing 
countries and in economic, social and political conditions 
within those countries, which is much greater than that 
of any other commodity. 

I am always thankful when the issues can be classified 
as “problems” rather than “crises,” and we can take time 
to view them objectively. There is no coffee crisis at the 
moment, so far as I am aware. Prices have held within 
the 50¢-60¢ price range for a number of months now. 
Consumption appears to be rising. The recent Brazilian 
frost, unfortunate as it was, has made the threat of a 
heavy surplus, which troubled the producing countries 
this spring less serious for the current year. Consumers 
suspect that prices are higher than they should be but they 
are buying. Producers are hoping that prices will im- 
prove, but they are selling. 

There are no headlines—no boycotts—no bankrupticies 
—and we can discuss the situation in general terms. 

I want you to know that we who work in the govern- 
ment realize that the coffee industry is important in the 
domestic economy and that the livelihood of many people 
depend upon it. We know that 17000000 bags were 
imported last year and that imports totaled almost $1.5 
billion in value. We know that roasting that quantity of 
coffee is big business, too—that it requires many workers, 
and a heavy investment of capital, and involves the 
possibility of heavy losses. We are aware of the vast 
distributing network of wholesalers and chain stores and 
small retail merchants all of whom depend, in some de- 
gree, on coffee for their net profit. 

We are interested in seeing the coffee industry grow, 
on a sound basis, and we try to keep abreast of develop- 
ments which affect it. 

We are also very much aware of the importance of 
coffee in the economies of the producing countries. Last 
year 84% of Colombia's total exchange receipts came 
from coffee. And 88% of the value of El Salvador’s ex- 
ports, 77% of Guatemala’s and 61% of Brazil's were ac- 
counted for by coffee alone. 

In such countries coffee is the barometer for the whole 
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for Inter-American Affairs 


Assistant Secretary of State Holland (third from left) drinks coffee 
toast in San Francisco with Harold Gavigan, convention committee 
chairman; Ambassador Joao Carlos Muniz, of Brazil; and NCA 
President John F. McKiernan. Holland outlined U.S. policies. 


economy. It affects retail sales, credit, wages—and it is 
also the most important single factor in our foreign 
relations. 

The State Department, like Janus in Roman mythology, 
must face in both directions and try to see each problem 
in full perspective, from the standpoint of each of the 
domestic interests involved and also from the standpoint 
of the foreign countries with which we trade. 

Often there is a divergance of interest even within the 
domestic industry. For example, the question of em- 
bargoing imports of soluble coffee has been under dis- 
cussion recently. Some domestic interests favor it—some 
do not. Firms which have made a substantial investment 
in equipment to produce soluble here at home fear that 
the coffee producing countries have a natural advantage 
and will in time displace them unless restrictions are 
placed on imports of soluble coffee. They urge that 
such steps be taken quickly, in order to forestall con- 
struction of plants abroad and minimize complaints from 
the producing countries that we are damaging their trade. 

There are other domestic firms however which have 
an interest in developing soluble plants abroad, and which 
are providing capital or know-how or both, and these 
firms would probably oppose any restrictions on imports. 

Consumers also have an interest in the problem—al- 
though it is not yet fully apparent where their interest 
may lie. They want to buy at the lowest price possible, 
assuming equivalence of quality. But until competition 
materializes it is difficult to know where the product 
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% A Coffee Convention “Highlight” Report: U. S. Policies 


can be produced most economically. This, of course, is 
not a problem which the Department could consider in 
the abstract—it has no authority to restrict imports, and 
would be asked to take a position only if restrictive legis- 
lation should be introduced into Congress. But if that 
should be done, and the Department's views should be 
asked, it would have to consider the interests of groups 
outside, as well as within, the coffee industry—the in- 
terests of our export trade, for example, and the effect 
which such restrictions might have on our relations with 
the governments of the coffee producing countries. 

The allegation is often made in the less developed 
countries that the United States is interested in them only 
as a source of raw materials and as a market for our 
finished products. Action on our part which gives support 
to this view has a very direct bearing on the extent to 
which this government can expect those other govern- 
ments to continue their cooperation with us. 

Because of such broad considerations of national in- 
terest, it has been the policy of this government, in gen- 
eral, to keep trade restrictions to a minimum, in the be- 
lief that an expanding foreign trade is in the best in- 
terests of the country as a whole. Our export trade is 
constantly threatened with the erection of tariff barriers 
or the imposition of quantitative restrictions by foreign 
countries. This is especially true in those areas of the 
world that are industrializing. This includes the coffee 
producing countries of Latin America. To the extent 
that the United States follows a similar course of action, 
it undermines its own position in protecting its export 
trade. 

The United States has consistently opposed the use of 
quantitative restrictions by other countries as a protective 
device against United States products, and has itself, in 
general, followed a policy of avoiding import quotas and 
prohibitions for protective purposes. Provisions limiting 
the use of quantitative restrictions have been included in 
trade agreements to which the United States is a party. 
For example, the General Agreement on Tariffs and 
Trade, to which the United States and 34 other countries 
are parties, contains in Article XI a general prohibition 
against the use of quantitative restrictions on imports or 
exports. 

A similar problem is that releating to the consignment 
of coffee by agencies of foreign governments for sale in 
the United States. Some of our coffee importers are 
opposed to this practice. An increase in sales on govern- 
ment consignment would result in a parallel decline in 
the business of private importers. However, the importers’ 
interest is mot necessarily the same as that of the roaster, 
in this instance, or of the consumer. 

On a falling market the importer tends to hold off 
buying, fearing that prices may decline further and that 
if he maintains normal inventories he may be faced with 
a loss. Inventories may even fall to levels which are 
dangerously low from the standpoint of maintaining a 
normal flow of coffee through distribution channels. 
Foreign governments which enter coffee on consignment 
may help to keep inventories in the consuming country 
at a level which will maximize the flow of coffee into 
consumuption. 

(Continued on page 53) 
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Down-to-earth forum on Armed Forces coffee roasting was held by 
these panelists. From left: Lt. Col. Edward J. Gelderman, Office 
of Quartermaster General, Washington, D. C.; Anton G. Jedlicka, 
coffee production specialist, Inspection Service Command, Phila- 
delphia; Maj. W. A. Ackert, Purchasing Division, Quartermaster 
Corps, Brooklyn, N. Y.; and moderator Peter Folger. 


James M. O'Connor, who retired as NCA chairman, is presented an 
illuminated scroll by Arthur L. Ransohoff, who succeeded him. The 
scroll was in recognition of Mr. O'Connor's many years of service 
to the industry in NCA posts and as advisor on Army coffee. 


Spirited discussion on many phases of coffee promotion marked the 
forum on consumer and institutional merchandising, skillfully moder- 
ated by T. Carroll Wilson (left). Other panelists included J. K. 
Evans, consultant, the Pan-American Coffee Bureau; Mrs. Kay Hill- 
yard, home economics editor, Sunset Magazine; Wayne Mooney, 
Bureau of Advertising, ANPA; and Lawrence Benson, Benson & 
Benson, Inc. With them (papers in hand) is NCA President Mc- 
Kiernan. 
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breaking through 


Recently, I have had new opportunities to talk about 
coffee. In Europe I attended the conference in Brussels 
which considered the establishment of a Pan-American 
coffee association. 

Following that meeting, I spent some time with Euro- 
pean coffee men in various countries and reviewed the 
many problems that must be solved before coffee con- 
sumption is increased in the Old World. 

As you will readily appreciate, coffee growers have a 
great interest in Europe as a potential market. Com- 
petent observers there believe that with strong promo- 
tion the consumption of coffee in Western and Southern 
Europe can be increased substantially from the present 
10,000,000 bags per year. 

One specific problem is the reduction of import duties 
to bring the price of coffee within the reach of more 
people. As an example of what can happen, when West 
Germany cut tariffs and internal taxes in half in 1953, 
coffee imports increased by 32%. 

Turning from the problems of the Old Country to those 
of the New World, and speaking for the coffee producing 
countries, we are just as conscious as you are of the dif- 
ficult times that coffee has experienced in the last two 
years. 

We have every hope that many of the problems that 
have beset all of us are on their way to being solved— 
for the good of everyone involved—all the way from 
the coffee grower to the consumer in this country. 

But we have not reached that desired state yet. 


By HORACIO CINTRA-LEITE, President 
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the consumption barrier 


Pan-American Coffee Bureau 


One of the biggest problems we face, I am sure you 
will agree, is increasing the consumption of coffee in the 
United States. It is a problem which I am convinced 
can be solved if the coffee industry will take advantage 
of its opportunities. 4 


Let’s review what has happened to consumption in the 
last few years. 


In the 1946-49 period, the coffee drinking population 
in the United States consumed nearly 20 pounds of roast- 
ed coffee per capita. 


By 1954, consumption had dropped to a little over 
1514 pounds per capita. 

And this year, we are hoping, it will not fall below 
1714 pounds per person. 

This modest recovery is reflected in a higher import 
rate this year than durin‘; 1954, although imports are 
still some 13% below the 1953 rate. 

The volume of imports is, of course, influenced by the 
inventory policies in effect. 

For a long time, coffee inventories in the United States 
have been very low. As all of you know, supplies in 
the major producing countries are adequate. 

The overall decline in coffee consumption has persisted 
during the greatest period of prosperity that this country 
has ever known—throughout a time of a rapidly expand- 
ing economy and a ready market for all products, 

The fact is, coffee is being left behind in the never- 


































mann, Charles McClauchry, Edward Howatt, Thomas Barrett. Kneel- 
ing are Ross Melntyre and Charleton Corey. At PCCA's Oriental 
Fantasy reception (right) are Mr. and Mrs. Albert Hanemann and 
Mrs. and Mr. Maurice Galliand. PCCA was host at dinner, also. 


Providing a gallery for convention golfers at the San Francisco golf 
club are (seated, from left) C. L. McCormick, Bert D. Balart, Fred 
C. Byers, Wesley C. Becker. Sitting on the grass is Parke W. W. 
Masters. The golfers (center) include ideodng William Nichel- 
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* A Coffee Convention “Highlight” Report: Markets 


Southern Californians—and an 
ex-Californian—at NCA's 45th 
convention gather for the 
camera. From left: Lorrie 
Moseley, Edward Apffel, Jos- 
eph Thompson, Richard Mose- 
ley, Herbert Knecht, Andrew 
Moseley, William Waldschmidt 
and Charles Nonenmacher. 





ending competition for the consumers’ dollar. It is not 
getting its share of the dollars that are being spent. It is 
actually getting a smaller and smaller percentage of them. 
And an important reason, in my opinion, is complacency 
within the whole industry. 

For too long, we have expected coffee to sell itself. 
For many years it did. But that period has ended. And 
I regret to say that others have been quicker to realize 
this than some of us who are affected directly. 

As Seretary Holland told us last Spring, we as an 
industry (and he meant the U. S. coffee trade as well as 
the Latin American producing countries) have not been 
nearly as agressive as we should have been in keeping 
our commodity sold to the American people. 

The producing countries represented by the Pan-Ameri- 
can Coffee Bureau agree with this view. As you know, 
we are taking steps to increase the funds available to the 
Bureau for proinotion by 150%—from 10¢ a bag to 25¢. 

This, we feel, will give the Pan-American Coffee Bureau 
a much more realistic budget to devote to broadening 
the total market for coffee. 

In anticipation of this, the Bureau has already taken 
certain steps to insure that our expanded promotional 
campaign will be as hard-hitting and as effective as pos- 
sible. 

One of these steps has been an unusual research pro- 
ject just completed by the Bureau on why people drink 
coffee. Many of you, no doubt, have heard something 
about it. It is the first motivational research that the 
Bureau has conducted. We went into it because we 
wanted to try to find out all we could about why 
coffee consumption has not kept pace with the growing 
economy and population of the United States. 

We have had statistics in our industry on coffee con- 
sumption, coffee drinking habits, when coffee is drunk, 
where it is drunk and other useful data. All of it told 
us what is happening to coffee consumption. But it left 
unanswered very real questions for all of us: 

Why is consumption declining ? 

What can we do to increase it? 

This study, we believe, contains many useful answers. 
It is now being put into booklet form and will be sent 
out to you just as quickly as possible. 

The Bureau is also planning another step to help 
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strengthen the whole industry's effort to boost sales. Early 
next year, we expect to conduct a series of coffee in- 
dustry meetings in four major areas in cooperation with 
the National Coffee Association and the Coffee Brewing 
Institute. It is our hope that these will provide you, 
and especially your promotional, merchandising and ad- 
vertising staffs, with information and background that 
may help you in your own campaigns. The program will 
include a full explanation of all the research we have at 
hand and will suggest possible applications for individual 
company use. : 

I am no expert on motivational research, and I shall 
not attempt a formal definition. It is far different from 
quantitative market research. It uses the techniques of 
the psychologists to probe the deep-seated reasons why 
people do or don’t do something—in this case, drink cof- 
fee. As I said, the results of our study soon will be 
available to all of you. However, I would like to touch 
briefly on some of the high points here. 

The findings confirm some established trade opinions 
and challenge some others. 

A rather widely held belief has been that price is 
primarily responsible for lagging consumption. The study 
finds that there are many other important reasons why 
people are not drinking more coffee. 

The researchers tell us that the main task before our 
industry is to help people “rediscover coffee.” They say 
that coffee has hit a “consumption barrier.” It has be- 
come so much a part of American life that it is routine— 
it has lost its excitement. As a result, people drink it 
largely from force of habit—and without the full ap- 
preciation of the pleasure and enjoyment that coffee of- 
fers them. 

Sit through an evening or two of television commer- 
cials, or thumb through the pages of a thick consumer 
magazine and see how many beverages, foods and cigar- 
ettes, and also many other products, dwell upon these 
very points—release from routine, excitement and en- 
joying life more. 

The findings require a great deal more study and 
interpretation than I can give them here. Three principal 
avenues are suggested to help people “rediscover” coffee. 

(Continued on page 51) 
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San Salvador 


El Salvador, C. A. 
Established 1896 


Exporters of El Salvador Coffee 


Extend Holiday Greetings to the Entire Coffee Trade 
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Guatemala, C. A. 
Established 1940 


Exporters of Guatemala Coffee 


Extend Holiday Greetings to the Entire Coffee Trade 
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Honduras 
Established 1955 


Exporters of Honduras Coffee 


Extend Holiday Greetings to the Entire Coffee Trade 
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“More things — faster!” 








By EUGENE G. LAUGHERY, General Manager 
The Coffee Brewing Institute, Inc. 


Are we any further along the road of establishing con- 
sumer respect for a cup of good coffee than we were two 
years ago? 


Of course, we all well know that the past two years 
will not go down in coffee annals as having been exactly 
easy years in which to even hold the line. And the 
question, in the light of all circumstances, does not have 
an easy single answer. 

However, the answer to this question, we felt, must 
rome from you. So... we have been right there in your 
town, working with you and asking you, “How are we 
doing?” I think we could summarize your replies as 
follows: “What you are doing is good, but much more 
needs to be done—faster.’ 

That, in a nutshell, is what we are trying to do: 
More things—faster! 

Let's briefly look at some of the things you've had us 
do and then at some of the things you have suggested 
we do further. First, you asked us to give you brewing 
instructions in the form of pamphlets, booklets, etc., and 
to provide training material in the form of audio-visual 
aids. 

This we have done. 

More is needed. We need to know from you just what 
is desired in each area of your operation. What would 
be helpful to you? In talking with you, we realize that 
your merchandising methods are geared to your indi- 
vidual needs and programs. Our material often does 
not meet your demands; it’s too general or, in many 
cases, too specific. Initially, we asked your Brewing Com- 
mittee to review our instructions in order to be certain 
that they met with your approval, to be certain that they 
projected all the years of research and testing they had 
done. With their blessing, we acted. 

Now, in our own right, we know the industry has been 
on the right track all these years. Actually, of course, 
any of our educational material represents the distillation 
of many individual experiences. We have made no claims 
to originality. I would add, though, that we made many 
investigations and studies of our own. 

Your Hotel and Restaurant Committee suggested that 
you would like documented information which would 
prove that good coffee is good business in the public 
feeding industry. With the guidance of an inter-industry 
committee, we proceeded to conduct a consumer prefer- 
ence survey. The significance of this project was dis- 
cussed at Boca Raton last year. You have told us that 
the preliminary findings were of much assistance to you. 
The final results will be in your hands, in booklet form: 
late this year. Briefly, we proved that: 

1. Consumers recognize good and poor cups of bever- 
age coffee. 
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Enjoying PCCA's reception are (from left) Mrs. Carl H. Willenborg, 
J. L. (Robbie) Robinson, Mrs. Eugene Laughery, Mr. Laughery, 
Andres Uribe, Pablo Gibsone and Jack Rosenberg. 


2. They seek out places that serve good coffee. 

3. When the brew in a given restaurant is improved, 
patrons recognize the change. 

Among the so-called by-products of this survey was 
the attitude restaurant owners displayed toward roaster 
salesmen. We found that they rely on you completely 
to instruct them in the use of your product. 

A recent survey made by another organization, in which 
200 large restaurant owners were asked to list the sales- 
men that call on them in order of the assistance they give, 
placed coffee salesmen in first place. 

One owner put it this way, “We have struck up a close 
friendship with our coffee man. He is not the biggest 
in the world, but he has always made our businescs his 
most important business.” 

To capitalize effectively on this situation presupposes 
that your salesman is an expert in matters pertaining to 
brewing. Also, that he is able to impart this knowledge 
to the persons responsible for brewing coffee in the 
various establishments he serves. In talking with you, you 
have told us this is where you need help—a program of 
instruction for your sales personnel. 

It has been suggested that we conduct coffee brewing 
schools for refresher courses. In this area, we are cur- 
rently attempting to reduce the ideas we have received 
to a project we can hadle effectively. Obviously, it will 
be a cooperative venture with the trade. 

One more thought in the institutional field. Phil Eisen- 
menger, chairman of your Hotel and Restaurant Com- 
mittee, suggests that individual case histories of restau- 
rant success via the good coffee route are needed. You 
have such case histories in your files. You have told us 
about them. Could I suggest that you pass them on to 
us in documented form. We'll publicize them for the 
benefit of the entire trade. Won't you each send us just 
one such success story? 

What about our educational program to Mrs. Consum- 

(Continued on page 49) 
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% A Coffee Convention “Highlight” Report: Trends 


promoting your instants and regulars 





By WAYNE MOONEY, Bureau of Advertising 
American Newspaper Publishers Association 


When I first addressed a National Coffee Association 
convention—in 1949—rising coffee prices were beginning 
to be troublesome. We were informed by another speaker 
on that occasion that soluble coffee, with about 7% of the 
home-consumed coffee business, would not exceed that level 
by any great amount, and would remain a grocery specialty 
product. Well, you know what happened to soluble coffee. 
It now has approximately 20% of the dollar volume of 
the coffee business, and approximately one-third of the 
business in equivalent pounds of coffee. 

Since the beginning of the price rise back in 1949 and 
its subsequent cycle, coffee has been a lot of places. It has 
been the subject of discussion in Wall Street, the halls of 
Congress, a source of inventory problems to the grocer, not 
to mention you folks, and a rather frequent conversational 
piece by Mr. and Mrs. Consumer in the households of this 
country. 

As we see it, the coffee industry is faced with two problems. 
You are in need of a public relations educational program, 
and ways and means of sharpening your advertising and 
selling efforts. We were impressed about one thing con- 
cerning the public’s attitude toward you as an industry. 
Like all business, public relations are local, too. There is 
considerable variation from region to region in the way the 
public thinks about you. The liquor, gasoline and gas and 
electric industries have had a problem that is similar to 
yours, concerning price. They have used various forms 
of human communications to let the public know why their 
prices were high, by itemizing the various cost elements 
contributing toward the price tag. 

Perhaps the most dramatic development in the coffee 
industry in recent years has been the rapid rise and ac- 
ceptance of soluble coffee. This has required additional 
operating and advertising expense. However, its rise has 
not been quite so dramatic in the last two years. From our 
point of view, the rise was very rapid during the period 
when you were running heavy local saturation advertising. 

These campaigns were largely introductory, or sales de- 
velopment on a local market-by-market basis. It is perti- 
nent to mention that once distribution was acquired in in- 
dividual markets, much of this local saturation advertising 
was decreased. We think it is more than coincidence that 
consumer acceptance for soluble coffee stopped developing 
at the same rate of growth at this time. 

The instant coffee buying pattern varies from region 
to region of the country. After a period of thorough na- 
tional seeding of the product, certain regions have emerged 
with better per capita sales results than others. It is the 
kinds of people who live in these regions which has de- 
termined their sales potential to you. 

There are kinds of people and population characteristics 
which make above-average prospects. The individual mar- 
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"Good morning, Mr. Consumer!" 


kets which contain above average-presence of these kinds 
of people should be better than average markts for you. 
Markets with above-average presence of working house- 
wives, for example, should be above average markets. The 
quickness and convenience of preparing the product has a 
natural appeal to these women. I might point out, in 
connection with these women, one of the sure ways of 
reaching them is through newspaper advertising. They are 
not available during their working hours to your adver- 
tising messages. These working housewives represent one 
quarter of your market nationally. In some individual mar- 
kets they represent as high as 38% of the houswife market. 

It is a well-known fact that timing is an important 
element of salesmanship. Coffee volume holds up well 
through all periods of the year. It is true there is a slight 
dip during the summer months in the ground coffee field, 
but nevertheless there remains an excellent volume of busi- 
ness during these months. This pattern repeats itself year 
after year with reliable regularity. 

Soluble coffee, on the other hand, market-by-market has 
shown little or no dip in volume through the year. This 
pattern, too, has repeated itself year in and year out. These 
seasonal buying patterns rarely change. We have abundant 
evidence in many product categories, which repeat the same 
pattern each year, no matter how they may rise and fall 
during the year. 

Pitifully few national advertisers are applying proper 
allocation and timing techniques for their advertising that 

(Continued on page 48) 
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* A Coffee Convertion “Highlight” Report: Producer Policies 


Brazil's coffee policies 





By JOAO CARLOS MUNIZ, Ambassador of Brazil to the United States 


It is the opinion of the Brazilian government that the 
current problems can be solved only if the interests of pro- 
ducers and consumers are equally consulted. Such problems 
consist in the cyclic perspective of a relative excess of sup- 
ply over the currently accepted levels of consumption. 

My government believes that the problems of coffee are 
problems of mutual international understanding. We must 
never lose sight of what coffee represents to the majority 
of the countries on our continent. Coffee is not only a 
product that is principally American; it is also the connect- 
ing link between North and South in the Hemisphere. Its 
influence on the economy of the producing countries is con- 
siderable. The balance of payments of those countries de- 
pends on a normal flow of coffee exports, which constitute 
also the main guaranty for their offshore purchases of eco- 
nomic equipment needed for development. Hence, the 
social and political repercussions which the fluctuations in 
the coffee trade bring about in the life of the peoples of 
Latin America. 

The question of basic interest both for producers and 
consumers is not one merely of high or low prices. What 
interests Brazil is the solution of the cyclic problem on a 
just and fair base for producers and consumers. 

The Brazilian government is determined, accordingly, to 
avoid the two extremes: one, of interference in the ma- 
chinery of the market, and the other of total indifference 
to the cyclic process. 

The policy of my government is one of not intervening 
directly in the markets, although shipments remain under 
control in order to avoid excess of supply. This attitude is 
not only fair, but also prudent and, in view of world cir- 
cumstances today, it is certainly a conservative one. 

Countries having the strongest liberal traditions, like the 
United States, are often compelled in their economic life 
to resort to disciplinary measures. They long ago set them- 
selves to fight against depressive cyclical fluctuations. 

Brazil is not disposed to permit that, in consequence of 
a lack of minimum moderate controls, the cyclic process 
should operate against the nation’s main export. The reason 
for this attitude is not merely theoretical, nor of principle 
alone. On the contrary, in principle the traditional pref- 
erence of my country is for a minimum of regulation. It 
happens, however, that although coffee represents a com- 
paratively lesser portion of the gross national production of 
Brazil, it is nevertheless the key to our balance of payments. 

It must be emphasized again that upon the export of 
coffee depend the imports for solution of the critical bottle- 
necks of Brazilian economy in the present delicate phase 
of economic development. 

A substantial imbalance in the export of coffee affects 
deeply the importation of fuel, critical products for local 
industry, raw materials and consumers’ goods. The result 
is inflation and other attendant evils, with undesirable re- 
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actions on the international level, especially in that of inter- 
American relations. 

Who would profit from the disaster? The consumer? 
Certainly not, at least insofar as the American public is con- 
cerned. Latin America is this country’s greatest consumer, 
purchasing here around three billion dollar's worth of goods, 
or more, per year. Almost half of this comes from coffee 
sales, 

The reactions of the consumer in the United States once 
he is properly informed, are generally featured by equa- 
nimity. Nearly all misunderstandings and agitation around 
the subject of coffee have arisen out of a lack of objective 
information. A satisfactory relationship between producers 
and consumers can be created only through a system of 
mutual communication, to disseminate all facts clarifying 
the true situation on the product. 

On our side, my country seeks only a guarantee of stabili- 
ty of prices which, although open to reasonable market 
fluctuations, can assure a minimum compensation for the 
physical labor and risks inherent in coffee production. 

In the special Coffee Commission of the Inter-American 
Economic and Social Council, created at the Quitandinha 
Conference at the end of 1954, studies are being made, with 
the active participation of the United States government and 
of the coffee producing countries in the Hemisphere, of 
ways and means to achieve the most prudent and effective 
solutions so as to contribute toward economic stability, which 
should result in main from a harmonizing of interests be- 
tween producrs and consumers. 

Also, at the last meeting of the Regional Economic Com- 
mission for Latin America, held recently in Bogota, a reso- 
lution was approved expressing the hopes of all the contin- 
ent for an expeditious conclusion to those studies. 

The Brazilian government looks forward to a policy of 
collaboration arising out of this work, and it is confident 
that the American consumers also will give their full sup- 


port to such a policy. 


FEDECAME changes name: it’s now 


the American Coffee Federation 


FEDECAME—the Federacion Cafetalera Centro Ameti- 
ca-Mexico-El Caribe—has changed its name, out of courte- 
sy to South American member nations. 

It’s now the American Coffee Federation (Federacion 


Cafetalera de America). 
Dr. Pedro Cegnini of Venezuela has been named presi- 


dent. 
Member countries now include Costa Rica, Cuba, 


Dominican Republic, Ecuador, El Salvador, Guatemala, 
Panama, Peru, 


Haiti, Honduras, Mexico, Nicaragua, 
Puerto Rico and Venezuela. Bolivia has been invited to 
join. 
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U. S. Congressmen tour Colombia's coffee-growing areas 





To the quick observer of Colombia’s agricultural scene a 
host of traditions and customs will appear quite unlike those 
of farming areas in the United States. However, a more 
careful examination reveals the basic differences between the 
two countries are not extreme. 

This fact was driven home to six United States Congress- 
men, members of the House of Representatives Argicultural 
Committee, who visited a coffee growing zone in Colombia 
recently. As farmers themselves, or as spokesmen for farm- 
ers, they were interested in seeing coffee production as an 
agricultural phenomenon. As Congressmen, they wish to in- 
vestigate the problems behind coffee growing and processing 
so as to be able to interpret the economic ambitions of Latin 
America’s coffee growing countries with more understanding 
and knowledge. 

Headed by William Poage, Democrat, Texas, the Com- 
mittee included Paul C. Jones, Democrat, Missouri; Thomas 
Abernethy, Democrat, Mississippi; Harold Lovre, Republi- 
can, South Dakota; Ralph Harvey, Republican, Indiana; and 
Charles Hoeven, Republican from Iowa. 

Congressmen Poage and Abernethy represent cotton 
growers; Lovre speaks for wheat farmers, while Harvey, 
Hoeven and Jones represent areas where the ‘‘corn-hog cycle” 
produces great agricultural wealth. 

The Congressmen told their hosts, the National Federa- 
tion of Coffee Growers of Colombia, that the last thing 
they wanted was a “VIP” tour of showplace farms. The 
Federation in response to this request arranged a one-day 
trip through a principal coffee zone around the Federation's 
Research Center at Chinchina in the mountainous state of 
Caldas. Guiding the Congressmen were Dr. Rafael Parga 
and Dr. Carlos Ospina, members of the Federation’s board 
of directors, Don Mario Anibel Melo, the Federation’s as- 
sistant manager; and Dr. Ramon Mejia Franco, directors of 
the Federation’s technical department. 

The tour left Bogota airport at dawn in a teeming rain. 
But after the 8,000 foot Cordillera, which separates Bogota 
from the State of Caldas, had been crossed the skies cleared. 
Upon every foot of arabl land beneath the airplane, the 
Congressmen saw coffee fincas and other small farms stretch- 
ing out to the limits of vision. When a Federation official 
commented on the density of population dependent for its 
livelihood on the corrugated land below, Congressman 








Watching a seed planting demonstration at the Chinchina research 
center of the National Federation of Coffee Growers of Colombia 
are (from left) Representative Ralph Harvey, Indiana; William 
Poage, Texas, chairman of the House Agricultural committee; Dr. 
Ramon Mejia Franco, director of the Federation's technical depart- 
ment; two Chinchina technicians; Representative Thomas Abernethy, 
Mississippi; Representative Harold Lovre, South Dakota; Repre- 
sentative Charles B. Hoeven, lowa; William Leveridge, U. S. agri- 
cultural attache. 





Abernethy remarked that Mississippi likewise suffered from 
too many people on relatively unproductive land. 
Throughout the day-long tour the Congressmen saw ex- 
ample aftcr example of agricultural problems encountered 
in coffee production which they could easily relate to similar 
difficulties encountered by their constituents. They found 
that, like wheat, cotton or corn farmers, the producers of 
coffee in Colombia were preoccupied with the sale price of 
their commodity, the need to lower costs of production, the 
development of labor saving techniques and a desire for a 
higher standard of living for the farmer and his family. 
On the winding mountain road which leads to Chinchina 
the Congressmen stopped to visit a 6,000 tree coffee farm. 
The farmer and his son were working in the grove picking 
the ripe fruit. Through an interpreter, he told the Congress- 
men how painstaking a job it was to collect the ripe, red 
coffee cherries. As the cherries do not mature at the same 
time, he pointed out, it was necessary for each tree to be 
visited four or even five times before the crop was completely 
(Continued on page 87) 
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Agents for leading Shippers 


of Colombian Coffees extend Zz 


NEW YORK 5, N. Y. 




















Greeting 


aim rae a 


be 





DECEMBER, 1955 


29 



























i] 
| 
i! 
II 
| 
| 
HH] 
HH 
\| 
11} 
1] 
Hi 
i] 
| 
il] 
| 
| 
} 
Hi 
| 
i 








| Fast, Regular Service from 


I] 
| JAPAN, CHINA, CEYLON and INDIA 


| 
| AMERICAN PRESIDENT LINES, LTD. 


JABEZ BURNS & SONS, INC. 


Coffee Processing Machinery 
lith Ave., at 43rd Sf. New York 





| 29 Broadway New York 6, N. Y. 


| H. REEVE ANGEL & CO., INC. 
| Filter Papers 


| 52 Duane Street New York 7, N. Y. 


BYRNE, DELAY & CO. 
Coffee 


104 Front Street New York 





| ANTOINE’S RESTAURANT 
Since 1840 


| 713 St. Louis Street New Orleans, La. 


CAL-COMPACK FOODS, INC. 
Growers — Dehydrators — Grinders 
Paprika — Chili Powder — Hot Peppers 


Santa Ana California 





3 
_ ARABAN COFFEE COMPANY, INC. 
Wild Rose Tea and Araban Coffee 
Instant Coffee 


63-66 Commercial Wharf Boston, Mass. 


CAROLINA PEPPER ASSOCIATION 
Carolina Long Red Pepper 


Florence South Carolina 





| AUSCH COFFEE COMPANY, INC. 
Coffee Importers, Roasters, 
and Private Label Packers 

111 Wall Street 


New York 


B. F. CLOSE COMPANY 
Coffee Brokers 


105 E. Third St. Cincinnati 2, Ohio 





BARRY & POWELL 


Marine Insurance Brokers 


99 Wall Street New York 5, N. Y. 


WELDON H. EMIGH CO., INC. 
Santos — Milds 


150 California Street San Francisco I! 





H. L. C. BENDIKS, INC. 
Importers - Exporters 
96 Front Street 225 Magazine Street 
New York 5, N. Y. New Orleans 12, La. 
40 California Street, San Francisco |1, Calif. 


EPPENS, SMITH CO., INC. 
Coffee 
Importers — Roasters — Packers 
51-02-2\st Street Long Island City, N. Y. 





GEORGE P. BOTT & CO. 
Coffee Brokers and Agents 


96 Wall Street New York 





GEO. FRIEDMAN CO. 
Tea Brokers 


96 Wall St. New York 5, N. Y. 
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Merry Christmas 
and Happy New Year 
to all in the trade 












Coffee Roasters 


| 
MAX GORDON HILLS BROS. COFFEE, INC. | 
| 
| 





Importer and Roaster of Coffee 















| 
99 Front Street New York 5, N. Y. San Francisco, Calif. Edgewater, N. J. | 
| 


GRATALE BROS., INC. HUGGINS-YOUNG CO. 


Roasters & Packers 






Tea Trucking Our Specialty 


711 Second Street Hoboken, N. J. Los Angeles 58, Calif. 















THE GREAT ATLANTIC & Paciric TEA Co. INTERNATIO-ROTTERDAM, INC. 


Importers, Roasters and Retailers of Fine 
Coffees Represented in Importers 

BRAZIL COLOMBIA 
by the American Coffee Corporation 








351 California St. San Francisco 4, Calif. 













GuuFr & SoutH AMERICAN SS Co., INc. 
Fortnightly coffee loadings at ARTHUR IRISH COMPANY, LTD. 
Buenaventura, Colombia, Import and Export Brokers 
for Houston and New Orleans 1220 W. 6th Ave. P.O. Box 130 
620 Gravier Street New Orleans, La. Vancouver 9, Canada 















HAAS BROTHERS LEON ISRAEL & BROS., INC. 
Coffee Importers 

Coffee Importers Brazil — Colombia 

: 230 California Street San Francisco, Calif. 160 California St., San Francisco I1, Calif. 















JOSEPH HAGN COMPANY LEON ISRAEL & BROS., INC. 








Premium Merchandise For 
4 The Coffee Trade Coffee Importers 
i 325 West Madison St. Chicago, Ill. 


300 Magazine St. New Orleans 12, La. 





Send for the big new gift catalog 











COFFEE ROASTERS 
AND PACKERS 


2777 Edsel Ford Expressway 
Detroit 8, Mich. 





HAZEL-ATLAS GLASS CO. 


Glass Containers — Metal Closures 
Premium Ware 
228 North LaSalle St. Chicago 
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J. K. LAUDENSLAGER, INC. 


Importers and Grinders 


| 612-16 W. York Street 


Philadelphia 33, Pa. 


MERCHANTS CARLOADING CO., INC. 
Freight Forwarders 
Pier 8, North River 407 So. Dearborn St. | 
New York 6, N. Y. Chicago 5, Ill. 





WM. H. LEE COMPANY 
Green Coffee Brokers 
Npot Shipment 


| 101 Front St. New York 5, N.Y. 


anne 





LE ROY TRUCKING CO., INC. & 


MUNICIPAL HAULAGE CO., INC. 
For The Trade 
130 Third Street 








LIPTON TEA 
The “Brisk” Tea 


Thomas J. Lipton, Inc. Hoboken, N. J. 


Brooklyn 31, N. Y. 


MISSISSIPPI SHIPPING CO., INC . NEW ORLEANS 
THE COFFEE FLEET 


W. J. MORTON, INC. 
Green Coffee 
180 S. Central Ave. Los Angeles 12, Calif. 








313 Tchoupitoulas St. 


OULLIBER COFFEE COMPANY, INC. 


Roasters 
New Orleans 12, La. 





LO CURTO & FUNK, INC. 


Custom House Brokers 


21-24 State Street New York 4, N. Y. 








Tea Brokers 


| 
| 31 State St. Boston 9, Mass. 


WALTER F. POWERS 


Weigher and Sampler 


24 Stone St. WHitehall 3-7234 New York 4, N. Y. 





JOHN E. RAISCH CO. 
Weighers - Samplers - Inspectors 
Agents at all Ports 
15 Moore Street New York 4, N. Y. 











| McCORMICK & CO., INC. 


Teas, Spices and Extracts 


| Baltimore 2 Maryland 


REGAL WARE, INC. 
Quality Aluminum Ware for the 
Coffee Trade 
Send us your inquiries 


Kewaskum Wisconsin 





MAXWELL HOUSE 
DIVISION OF GENERAL FOODS CORP. 
Maawell House Coffee, Instant Maxwell House, 
Yuban Coffee, Sanka and Instant Sanka 
Hoboken, New Jersey 





W. L. RICHESON & SONS, INC. 
Ocean Freight Brokers—Forwarding Agents 
IMPORT EXPORT 


- F.M.B.-F.F. Reg. No. 238 —624 Gravier St., N. O. 


Carloading/Unloading — Weighing/Sampling 
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SABROSA COFFEE COMPANY, INC. 


| 

| Simon Auskern — Samuel Roseman 

| Coffee Roasters and Packers 

| 129 Maiden Lane New York 


SUPERIOR TEA AND COFFEE CO. | 
Coffee Roasters 


2278 N. Elston Ave. Chicago 14, Ill. | 
Tel. Humboldt 9-1000 








| 
| R. E. SCHANZER, INCORPORATED 
| Chicory and Coffee Substitutes 


610 South Peters St. New Orleans, La. 


SWANSON BROTHERS, INC. 
Coffee Importers 
149 W. Kinzie St. Chicago 11, Ill. 








CHARLES E. SCHMIDT 
Coffee Agent & Broker 


205 Board of Trade Annex New Orleans, La. 


TEA PACK COMPANY 
The Complete Tea Bag Packing Service 
367 Greenwich St. New York 13, N. Y. 
Member, Tea Association of the U.S.A. 








HOLIDAY GREETINGS! 
SCHRAFFT’S 


Restaurants 
New York — Boston — Syracuse — Philadelphia 
Candy — Bakery — Ice Cream — Tea — Coffee — Gifts 


TOLEDANO & PINTO (AMERICA) Inc. 


Tea Importers 
565 Fifth Ave. New York, N. Y. 








: SEEMAN BROS. INC. 
' New York, N. Y. 

; Roasters and Distributors 
| WHITE ROSE TEA 


UNION BAG & PAPER CORP. 
Dependable Packaging Since 1861 


Woolworth Building New York 7, N. Y. 








JOHN SEXTON & CO. 


Coffee Roasters — Spice Grinders 


Chicago—Long Island City—Pittsburgh—Atlanta 
Dallas—Philadelphia—Detroit—San Francisco 


WESP WEIGHING COMPANY 


Weighers and Samplers 


82 Beaver Street New York 5, N. Y. 
Boston — Los Angeles 
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SIELING URN BAG COMPANY 
Headquarters for all 
COFFEE MAKING EQUIPMENT 
927 West Huron St. Chicago 22, Ill. 


WESSEL. DUVAL ‘& CO., INC. 
Coffee Importers 
67 Broad Street New York 








E. H. SIMPSON & CO., INC. 
Agents and Brokers 
96 Wall Street New York 5, N. Y. 
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WEST BEND ALUMINUM CO. 
Automatic Percolators 
Urns and Drip Coffee Makers 
West Bend Wisconsin 























To all our friends 
A VERY MERRY CHRISTMAS 


and 


A SUCCESSFUL NEW YEAR 


SUES 
THE GREAT ATLANTIC & PACIFIC TEA CO. 


Represented in 


BRAZIL and COLOMBIA by the AMERICAN COFFEE CORP. 
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SEASON’S GREETINGS 
and Best Wishes for the New Year 


LEON ISRAEL & BROS., INC. 


NEW YORK SAN FRANCISCO NEW ORLEANS 
101 Front Street 160 California St. 300 Magazine St. 


LEON ISRAEL AGRICOLA E EXPORTADORA S$/A_ (BRAZIL) 
Coffee Planters & Exporters 


SANTOS « RIO DE JANEIRO *© PARANAGUA «¢ ANGRA DOS REIS 
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“Let’s Rediscover Coffee” 
is theme of regional trade 
conferences in four cities 


Coffee people across the country are looking forward 
to coffee conferences set for four big cities by the Pan- 
American Coffee Bureau. 

The conferences, two-day events for industry members, 
will be held under the theme, ‘“‘Let’s Rediscover Coffee.” 

The first conference will take place in New Orleans 
January 12th and 13th at the Roosevelt Hotel. 

One week later on January 19th and 20th, San Fran- 
cisco coffee men will attend their conference at the St. 
Francis. 

Chicago’s meetings are set for January 26th and 27th 
at the Palmer House. 

The final conference will be in New York City, on 
February 9th and 10th, at the Biltmore Hotel. 

J. K. (Jack) Evans, former head of the Maxwell House 
Division of the General Foods Corp., and now consul- 
tant to PACB, will put the industry in perspective with 
an analysis of the “boom and bust’’ cycle. 

Dr. James E. Wood, PACB’s director of research, will 
interpret the Bureau's motivational research study, as 
well as new marketing information. 

“Challenge to America”, a new film on market po- 
tentials will be shown. 

Eugene Laughery, general manager of the Coffee 
Brewing Institute, will present advance reports on a wide 
range of coffee research being cunducted by CBI. 


American Can home economics department, 
marking 20th birthday, started with coffee 


The American Can Co.’s home economics department, 
celebrating its 20th anniversary, has reached more than 
50,000,000 Americans with educational material and films 
promoting the use of canned foods and beverages, ac- 
cording to D. B. Craver, vice president in charge of sales. 

The department started in 1935 after the company’s 
highly successful educational campaign on coffee—its place 
in family meals the fresh-flavor benefits through vacuum 
packing, and correct brewing habits. 

So overwhelming was the response to the coffee pro- 
gram that Canco established its home economics depart- 
ment to broaden the scope of its educational program. 
The first of the company’s two test kitchens was opened 
two years later 

“The department, which is the only such service in the 
entire can-making industry, has distributed 50 different 
booklets, pamphlets and charts to more than 12,000,000 
educators, students and homemakers,” said Mr. Craver. 
“Five films have been viewed by an audience of more than 
39,000,000. 


Price of coffee up 100% in Argentina 


Argentines felt the full impact of the new government's 
austerity program when the price of coffee rose nearly 
100% overnight. 

Coffee formerly was imported at the foreign exchange 
rate of 7.50 Argentine pesos per dollar. It was placed 
at the official rates of 18 pesos to the dollar, hence the 
price increase. 
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Che Pick of Our 
Good CHishes 


to our friends in the coffee trade 











QA ferry Christmas 


ann 


A Happy New Vear 


FAIRCHILD & BOLTE 


91 FRONT STREET 
NEW YORK 
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Season's Greetings 


A.C. Isract Commovity Co, Inc. 


95 FRONT STREET NEW YORK 5, N. Y. 

















Sincere 
Holiday 
Greetings 


MARCELLINO MARTINS FILHO & CIA. 


Established 1920 


Brazilian Coffee Exporters 


Rio de Janeiro 
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Crops and countries 


coffee news from producing areas 





Cordera denies report on cut in coffee exports 


Miguel Angel Cordera, Jr., president of the National 
Coffee Commission of Mexico, says the newspaper report 
that Mexico will limit production of coffee in 1956 is 
unfounded. 

He informed CoFFEE & TEA INDUSTRIES that Mexico 
has not taken any measures to restrict production. 

The Commission is acting to encourage further improve- 
ments in the quality of Mexico's coffee, he declared. 


1.B.C. readjusts export quotas 


The administrative council of the Brazilian Coffee Insti- 
tute has recommended readjustment of export quotas for 
the coffee producing states, it is reported by Octavio Veiga, 
Santos correspondent of COFFEE & TEA INDUSTRIES. 

The readjustment would bring the quotas into line with 
new estimates of the crops in those states. 


Santos group protests price ‘‘disparity” 


Protests against “disparity of prices between coffees 
of equal description” have been lodged by the Associacao 
Comercial de Santos with the president of the Brazilian 
Coffee Institute. 

This disparity is true for the port of Santos compared 
with other Brazil ports, the organization said. 

The Associacao also said it was opposed to restrictions 
on coffee financing by the Bank of Brazil. 


Named manager of Compania Salvadorena 


Arturo Ramon Gonzales has been named manager of 
the Compania Salvadorena de Cafe, S. A. 

He succeeds Rafael Zaldiver, who resigned to join the 
management of the soluble coffee plant constructed in 
El Salvador by Salvadoran and United States interests. 





Coffee Brewing Institute representatives get set for visitors at the 
convention of the New York City Federation of Women's Clubs. 
More than 400 cups of coffee were served, 500 "coffee kits" were 
distributed. From left: Mrs. Esther B. Feldman, food technologist, 
and Miss Margaret McDougall and Miss Barbara Meyer, of the 
public relations department. The National Coffee Association was 
represented by Miss Jacqueline Loughe, who distributed the “—— 
of the recipe booket, "Coffee ‘Round the World.” 


DECEMBER, 1955 














SINCERE 
HA OLIDAY 
GREETINGS 


Coat 


E. A. JOHNSON & CO. 


166 California Street 
SAN FRANCISCO 




















Season's 
Greetings 


TO ALL OUR 
COFFEE FRIENDS 


FELIX J. VACCARO 


305 Magazine St, New Orleans, La. 



































Ferry Christmas... Happy New Dear 
GORDON W. VOELBEL CO., Inc. 


Gordon W. Voelbel Henry M. DeHos 


Coffee 


yi 105 Front Street New York 5, N. Y. 




















MERCANTIL ATLANTICA LTDA 
Silas Coffec Ex porters 


SANTOS 


Cable: APOLO P.O. Box 903 








| Seasons Greetings | is 
HANEMANN & CUMMINGS, Ine. 


Green Coffee 


223 Magazine Street New Orleans : 


CABLE ADDRESSES: MARYGOLD, BROMOLOGIA 











Greetings of the Season 


JAMES W. PHYFE & CO., INC. 


Brokers and Agents 


COEF bE ye ICES 


98 FRONT STREET, NEW YORK 5, N. Y. = 

















COFFEE & TEA INDUSTRIES and The Flavor Fiel 


d 




















Coffee, “peoples drink”, 
is fund raising tool 
in 1956 March of Dimes drive 


Coffee will be used as a major fund raising tool in 
January when “coffee days” will be held in restaurants 
across the country and neighborhood “coffee socials’ will 
be encouraged as part of the annual March of Dimes cam- 
paign of the National Foundation for Infantile Paralysis. 

The National Restaurant Association, the National 
Coffee Association and the Pan-American Coffee Bureau 
are working with the National Foundation on these pro- 
jects. 

In developing the plans for coffee days and coffee 
socials, the March of Dimes officials commented, “We 
are a people’s organization and coffee is the people’s 
drink. The two go together.” 

NRA is urging restaurants to cooperate by holding 
coffee days, with proceeds from coffee sales going to the 
polio drive. A poster for restaurant windows, announc- 
ing coffee day, has been prepared by the Pan-American 
Coffee Bureau and is being offered restaurants through 
NRA. Restaurants can obtain the poster through their 
local and state associations. 

A national restaurant coffee day ‘kick-off’ is scheduled 
early in January for the cafeteria of the Senate Office 
Building in Washington. Vice President Nixon will serve 
coffee to Senators and other government officials with 
proceeds going to the March of Dimes. This pattern 
will be repeated in many instances at state and local levels 
by state and local officials. 

The idea for restaurant coffee days sprang from the 
“grass roots,” according to March of Dimes officials who 
this year, for the first time, are recommending it to their 
fund-raisers across the country. Many communities held 
them on their own initiative in past years. Restaurants 
usually donated their coffee proceeds for the day, and in 
many places, coffee cans were set out for patrons to drop 
in the price of the coffee. Often they contributed 
much more. 

Roasters, according to March of Dimes officials, par- 
ticipated in many ways, including: providing coffee free 
or at a reduced rate to the restaurant for the coffee: day; 
making available cans with their trade mark for collect- 
ing donations; supporting coffee days in their advertising 
just before and on the day; providing inexpensive display 
material or lapel buttons plugging coffee days for polio. 

Neighborhood coffee socials will be encouraged in all 


communities by the March of Dimes, with housewives * 


inviting friends in for coffee and collecting donations for 
the fund. 

March of Dimes officials are urging coffee companies 
to support this phase of the drive also through mention- 
ing ‘coffees’ for polio in their consumer advertising in 
January, and by providing inexpensive point-of-sale. ma- 
terial, such as shelf tapes urging housewives to hold a 
“coffee hour.” 


Roush named PACB fleld representative 


Ned K. Roush has been appointed field representative 
of the Pan-American Coffee’ Bureau, Charles G. Lindsay, 
Manager of the Bureau, has announced. 

Before joining the Bureau, Mr. Roush was associated 
with the Winston M. Lee Advertising Agency, Ft. Wayne. 
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: Merry Christmas 


and 


A Happy New Year 


Reamer, Turner & Co. 


104 FRONT STREET NEW YORK 5, N. Y. 
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Greetings 





Best Wishes 
for Christmas 
and the coming year 


LEITE BARREIROS S. A. 
COMISSARIA E EXPORTADORA 


COFFEE EXPORTERS 


Rua do Comercio 46 Santos, Brazil 


Cable Address: CHAVANTES 
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Season’s Greetings to the coffee trade 


MEXICO 
takes care of 
Coffee 
all through| 


e: Nursery with young plants ready for transplanting. 


NATIONAL COFFEE COMMISSION of MEXICO 


Guanajuato No. 244, Mexico 7, D.F. 120 Wall Street, New York 5, N. Y. 


Member: Pan-American Coffee Bureau 
Federacion Cafetalera Centro-America—Mexico—E]l Caribe 
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J. L. Robinson elected president 


of National Metal Trades Associatlon 


J. L. Robinson, vice president and director of Jabez 
Burns & Sons, Inc., New York City food processing equip- 
ment and machinery company, was elected president of 
the National Metal Trades 
Association at the 56th an- 
nual NMTA convention. 

Mr. Robinson, a resident 
of Summit, N. J., has been 
with the Jabez Burns firm 
since 1922 and has served 
NMTA in many national and 
regional executive offices. 
He has been active in the 
National Coffee Association 
affairs, serving on that or- 
ganization’s allied industries 
membership committee. J. L. Robinson 

He received his master’s 
degree in mechanical engineering from Cornell Universi- 
ty after attending Dartmouth College, where he has been 
a visiting lecturer at the Tuck Business School. He is 
a member of Sigma Alpha Epsilon fraternity and an active 
worker in Boy Scout affairs. 

Mr Robinson, who served two years as first vice presi- 
dent of NMTA, succeeds, Earle S$. Day, Pawtucket, R. I., 
as president. ; 





Donovan Coffee, hit by serious 


plant fire, continues operations 


The Donovan Coffee Co., Brimingham, was open for 
business the day after a fire which caused damage esti- 
mated as high as $1,000,000. 

The 49-year-old firm resumed operations at a Birming- 
ham office and warehouse. Other coffee firms in Birming- 
ham and Chattanooga made their processing facilities 
available. 

The four-story brick building occupied by the firm in 
downtown Birmingham was damaged heavily by a fire 
which started on the third floor. The fourth floor was 
gutted and smoke and water damage extended to other 
floors and adjoining warehouses. 

John S. Donovan, company vice president, said a great 
part of the damage was covered by insurance. 

The company hopes to have ‘the most modern coffee 
roasting plant in the Southeast’ when its 50th anniversary 
rolls around. 


Red China announces plan 


to become coffee producer 

Red China, traditional land of tea, said today it is 
going to grow coffee, according to an Associated Press 
report. 

Peiping Radio said a subtropical region of Yunan 
Province in the southwest is being turned into a “major 
coffee growing area.” 

“The region abounds with wild coffee plants,” the 
broadcast said. ‘Millions of seedlings will be cultivated 
and transplanted next spring. The first harvest is ex- 
pected three years later.” 
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COMPANIA SALVADORENA DE CAFE, S. A. 
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John Mazzei, of 
S. A. Schonbrunn, 
holding the certi- 
ficate of merit 
awarded to the 
New York Coffee 
Roasters Associa- 
tion by New York 
City for work on 


smoke elimination. 


Hanson credits Mazzei 
with pioneer work 


on smoke abatement 


Harold T. Hanson, president of the New York Coffee 
Roasters Association, last month credited John Mazzei, 
of S. A. Schonbrunn & Co., Inc., for work on smoke 
abatement which brought the organization a certificate 
of merit from the City of New York. 

Mayor Robert F. Wagner presented the award to Mr. 
Hanson in a ceremony at City Hall. 

Mr. Hanson, who is with the American Home Pro- 
ducts Co., told the mayor Mr. Mazzei should have been 
the one to accept the citation, as the pioneer in smoke 
abatement for the New York Coffee Roasters Association. 

Unfortunately a death in his family made it impossible 
for Mr. Mazzei to be on hand for the City Hall ceremony. 

Mr. Mazzei was chairman of the smoke abatement 
committee of the New York organization and also headed 
a similar committee for the National Coffee Association. 

Mr. Hanson told Mayor Wagner the New York Roast- 
ers Association would “continue to cooperate in the work 
of smoke abatement not just following the letter but 
the intent of the rulings set up by the Air Pollution 
Board to make New York a better place in which to 
live.” 

Commissioner Leonard Greenburg, chairman of the 
Board of Air Pollution Control, said the way in which 
the coffee roasting industry in the city handled its im- 
provement program should serve as a model for all other 
industry groups to follow. 

The citation recognized the coffee group as being 
instrumental in “causing the installation of new smoke 
control equipment and conversion of existing equipment 
to smokeless operation by the member firms.” 

It also lauded the group for “conducting a cooperative 
research program over a period of years to determine the 
best method for control of smoke and odors resulting 
from normal coffee roasting operations.” 


Hijackers snatch coffee, tea truck 


Hijackers in New Orleans stole a truck loaded with 
$6,000 worth of coffee and tea as the driver signed bills 
of lading a few feet away, at the William B. Reily & Co. 
warehouse. 

W. T. Brown, the driver, said he looked up and saw 
the truck rolling away. He ran out of the warehouse, 
but not in time to catch the truck. 
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Ways to sell instant coffee 
recommended to Folger’s 
by Dr. Dichter’s IMR 


Don’t threaten the security status or sex of the con- 
sumer if you want to sell instant coffee. 

This was the advice given by the Institute for Motiva- 
tional Research, Inc., Groton-on-Hudson, N. Y., to J. A. 
Folger & Co., Kansas City, when Folger decided to enter 
the instant coffee market, according to a report in Food 
Field Reporter. 

“The studies conducted for our company by the Institute 
proved to be both accurate in findings and practical in 
application,” Food Field Reporter quotes Linton Bagley, 
Folger advertising manager. 

Motivational research was defined as a ‘concept, a quali- 
tative approach to the problem of what the consumer 
wants’ by the Institute’s vice president Irving Giiman. 

Consumers feel instant coffee, generally is not a mascu- 
line drink, the Institute discovered in its work for Folger. 
The instant was almost like a toy, something with which 
a woman played, taking a spoonful out of the jar and 
adding water, Mr. Gilman said. 

Resentment was found existing against this detraction 
from the psychological aura of the masculinity of brewed 
coffee. 


The housewife’s security at home and status among 
friends were threatened by serving the instant. It was 
throught of as an emergency drink, Only a lazy house- 
wife would serve it to her husband and an inhospitable 
one to her guests, it was discovered. Anxiety was created 
among housewives serying the product. 

“These are not idle speculations, but are points that 
were demonstrated repeatedly in depth interview after 
interview,’ Mr. Gilman pointed out in the Food Field 
Reporter article. 

Among the 40 or more specific recommendations to 
Folger were these: 

A woman would be shown in ads preparing instant 
coffee for her husband. She should be good looking, 
clean, and be shown as a woman who takes care of herself 
and her home. 

It was suggested that taste tests of unidentified portions 
of both instant and regular coffee be held in men’s country 
clubs to show there is no difference in the taste of the 
two, This also would try to remove the feminine stigma 
from the beverage. 

Third, men should be shown in situations where they 
are preparing and offering instant coffee to friends, both 
male and female. This could be either as a host at a 
party or picnic or as chef at a home barbecue. 

Positive appeal could be obtained through emphasizing 
that instants can be prepared in all strengths like brewed 
coffee. 

In addition, it could be stressed that instants can be 
made without a lot of equipment anywhere, at the execu- 
tive’s desk or on the tool bench. 


A Merry Christmas 
..and a Happy New Year.. 
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The new spray dry- 
er designed by 
Bowen Engineering 
for laboratory and 
small lot produc- 
tion work. 


New laboratory spray dryer announced 


Coffee firms interested in solubles are being informed 
by Bowen Engineering, Inc., North Branch, N. J., of a 
new spray dryer, compactly designed for laboratory and 
small lot production work. This new unit, which has 
greater drying capacity than the popular Bowen table 
model spray dryer, features a conical bottom drying 
chamber. The dryer also offers a choice of either nozzle 
atomization, centrifugal atomization, or both. 

The dryer is especially suited for drying operations on 
heat-sensitive materials. Total treatment time is just a 
few seconds from the time the solution or slurry is fed 
to the atomizer, where it is forced into a whirling vortex 
in the drying chamber, until the dry solids are deposited 
in the Pyrex product receiver. Special patented air 
inlets in the drying chamber side-wall permit shock-cool- 
ing of ultra heat-sensitive materials. 

The Bowen conical laboratory spray dryer incorporates 
an automatic temperature and flame-failure safety system. 
Two dial type thermometers are furnished as standard 
equipment. Insulated stainless steel construction is used 
wherever the product comes in intimate contact with the 
dryer. The new unit is built to withstand rugged ser- 
vice, and is designed for rapid dissassembly and easy 
cleaning. 

The unit has a drying air rate of 250 cfm. Heat loads 
of up to 230,000 btu/hr are possible with an evaporation 
rate of up to 80 Ibs/hr. 

Optional equipment includes a pneumatic opening de- 
vice for the drying chamber, an automatically controlled 
electric heater and an air turbine driven centrifugal spray 
machine. 


Consider soluble plant for Guatemala 


Plans to build a soluble coffee plant in Guatemala are 
continuing, although still in the exploratory stage, the 
U. S. embassy in Guatemala City reports. 

The project would call for cooperation of American 
and Salvadoran interests. 


. and coffee, too 


Tide reports that a Sac City, Iowa, coffee shop posts 
this sign in its window: 

“Free; light, heat, seating, conversation, water, cream 
for coffee, sugar for coffee. Coffee; 8 cents.” 
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Total home coffee purchases 
in first nine months of 1955 
running 6.7% ahead of 1954 


Total household purchases of coffee in September were 
more than 8% above the same month in 1954 and nearly 
4% greater than in 1953, the Pan-American Coffee Bureau 
has reported, on the basis of surveys made for it by the 
Market Research Corporation of America. 

For the first nine months of this year, household coffee 
purchases ran 6.7% ahead of 1954, but lagged 1.6% be- 
hind 1953, PACB said. 

While total family consumption is up, average pur- 
chases per individual household for the first nine months 
are still almost 5% below 1953 and nearly 5% above the 
same period of 1954, the surveys revealed. 

“The annual rise in the number of families resulting 
from our growing population accounts in part for the 
increases in total family purchases of coffee,” Charles G. 
Lindsay, PACB manager, said. “Actually, consumption 
per family is considerably behind 1953 and still has quite 
a way to go before it regains the peak consumption rate 
of the immediate post war years,” he said. 

During the first nine months of this year the average 
family purchase of regular coffee, which accounted for 
over 80% of all coffee bought, was 3.2% above 1954 and 
more than 10% below 1953. 

Meanwhile, the average family purchase of soluble 
coffee showed a 13.5% gain over 1954 and an almost 65% 
gain over 1953. 

However, the percentage increase in the average family 
purchase of soluble coffee reveals that the gains so far 
this year are not as large as in previous years, PACB said. 


Roasters invited to tie in 


with Irish coffee promotions 


An invitation to coffee roasters to promote Irish Coffee 
in their own territories—a drink which has made a 
“dramatic success” on the West Coast—has been ex- 
tended by the importer of Irish Mist Liqueur. 

William B. O'Donnell, president of the O'Donnell Im- 
porting Co., Detroit, reported that his firm will cooperate 
with any good coffee distributor in an advertising pro- 
gram, and will contribute anything reasonable, financially.” 

Here’s his recipe for Irish Coffee: Three ounces of black 
coffee, one jigger of Irish Mist and two tablespoons of 
heavy cream—all served in a stem goblet. 

Mr. O'Donnell said Irish Coffee made with his liqueur 
has caught on particularly well in San Francisco. 


British now taking coffee breaks 

The British, traditionally tea drinkers, have adopted 
the American habit of the coffee break, according to 
Charles Gray, of London’s Grosvenor House. 

The “coffee break” comes at 11 a.m. and the British 
call it ““elevenses,” he reported. 
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President Carlos Castillo-Armas of Guatemala (left) being greeted 
in New York by Horacio Cintra-Leite, president of the PACB. 


President of Guatemala meets 
coffee leaders In New York 


The President of Guatemala, Colonel Carlos Castillo- 
Armas, met leaders of the coffee industry in the United 
States at a special reception given in his honor by the 
Pan-American Coffee Bureau at its New York City offices. 

Colonel Castillo, on a goodwill tour of the United 
States, expressed gratitude at the opportunity to meet 
with industry officials and noted the importance of coffee 
to his country. 

In greeting the Guatemalan president, Horacio Cintra- 
Leite, PACB president, cited Guatemala’s position as an 
important coffee-producing nation and as one of the 11 
Latin American countries which are members of the 
Bureau. 

Guatemala’s economy depends heavily on coffee, which 
accounts for 77% of its dollar income. 

Guatemala’s exportable coffee crop for 1955 is estimated 
at 120,000,000 Ibs. with over 80% of it slated for the 
United States. 


Grand Union introduces Nancy Lynn Coffee 

The Grand Union Co. has introduced Nancy Lynn 
Coffee, its new vacuum-packed brand, to all of its mar- 
kets. The coffee was marketed at $.95. 

Grand Union buys, blends and roasts its own coffees. 

Fred Barnard, Grand Union’s coffee buyer, has made 
coffee his career, having spent 36 years in all phases 
of the industry. He is treatsurer of the New York 
City Green Coffee Association, is a member of the N. Y. 
Coffee and Sugar Exchange, and is a licensed grader and 
classifier for the Exchange. 


Coffee’s on in Kingsville 

More of that favorite beverage, coffee, is available 
at public and private gatherings in Kingsville, Texas, 
now. 

It all started with the Jaycee-Ettes. They raised the 
money and bought a 60-cup coffeemaker, and donated it 
to the Jaycees. 

The Jaycees handed it over to the senior chamber. 
All any city group has to do now is to phone and make 
reservations for its use. 


DECEMBER, !'955 





DH oliday 
Greetings 


S. F. PELLAS CO. 


203 CALIFORNIA STREET 
SAN FRANCISCO 11, CAL. 


Agents for 


ANDERSON, CLAYTON & CIA., LTDA. 
SANTOS, RIO, PARANA 


S. F. PELLAS INC. 


104 FRONT STREET 
NEW YORK 5, N. Y. 


SPECIALISTS IN BETTER GRADES OF 
GREEN COFFEE 


Agents in all the Americas Since 1923 











Sincere 
Holiday 
Greetings 


TO ALL OUR FRIENDS NORTH AND SOUTH 
OF THE EQUATOR 


TRUEBNER VOELBEL CO. 
Coffee 


79 WALL STREET NEW YORK 5, N. Y. 














47 





promoting your instants and regulars 
(Continued from page 25) 





are available from today’s marketing data. I could show 
you a hundred different examples of cases where the 
national advertiser does not allocate his promotional 
dollars in the right place at the right time. 


We think it makes sense for any business to do their 
advertising and selling efforts in balance with the way 
people have demonstrated how they buy any product. 
There is a good volume of business to be done in the 
summer, yet many coffee roasters discontinue or greatly 
curtail their advertising efforts in those months. Your 
consumers are still there—only 5% of them are away 
from home on vacations at any given time; 95% remain 
and continue to live in their usual manner. Also, at this 
time they are subjected to intense competition from 
other beverage products. May we suggest that you re- 
appraise your advertising and selling efforts in terms of 
when people buy your product? 

The price situation has been one contributing factor 
in the instability of your market but during the last few 
years many coffee roasters have resorted to the con- 
sumer deal to increase sales, and yet in many cases, even 
with a tested premium or a price reduction offer, sales 
have not responded. 

The normal pattern for all grocery products in re- 


sponse to a consumer deal generally proceeds like this— 
distribution and retail inventories will peak in the pre- 


deal period, in anticipation of the offer being made to 
the consumer. Then, during the deal period, consumer 
sales respond—but all too often, in the important post- 
deal period, sales first drop to a point somewhere below 
the pre-deal level and then level off at pre-deal levels and 
continue the previous trend, whether that trend ‘be up or 
down or flat. 

Why is this? It is a well-known fact that current cus- 
tomers usually store up a product during a deal period. 
These customers then are temporarily out of the market, 
which may account for the temporary dip below pre-deal 
levels. If a product owns a 30% share of the market, 
they have, in effect, discontinued that portion of their 
business in the hope they will acquire new users. 

Deals are usually accompanied by heavy advertising 
and selling activity during the deal period. This activity 
ceases in the post-deal period. This really is the critical 
paint of your deal. This is the payoff period. Unless 
sales and distribution come out above pre-deal levels, 
the deal has failed. 

I have asked many sales and advertising executives this 
question—when you plan the execution of your deal, do 
you plan and cost account any post-deal activity? The 
answer, I am sorry to say, is, ‘no. No salesmen continue 
to call on the retailers to see that newly acquired outlets 
restock the deal merchandise, and no salesmen, in the 
form of advertising impressions, continue to call on the 
consumer to see that she restocks the deal merchandise. 

We have case histories on this subject. There are a few 
instances where sales have leveled off above pre-deal 
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levels, and in every case we have found that the increased 
sales obtained during the deal period were supported in 
the post-deal period with local advertising and selling 
efforts. 

I mentioned market instability. Consumer deals are a 
new element in the market instability picture. During 
the period of dealing, they temporarily dislocate com- 
petitive positions. These deals, by their very nature, are 
local and should be met locally. This demands the utmost 
in flexibility in advertising and selling policy, to be able 
to meet the unstable conditions that emerge in local 
markets. 

So, we have many factors affecting the local nature of 
the coffee business—variations in public attitude toward 
the industry; variations in the ground and soluble fields; 
taste preferences and market instability, due to the con- 
sumer dealing; and preferences for competitive products 
and their seasonal peaks. All of this would confirm the 
fact that flexibility is needed in advertising and selling. 
Flexibility, and the use of local mass media—preferably, 
a combination of them. 

Your research has provided you with what may well 
be a benchmark—a milestone—that could be the turning 
point in your public relations and consumption problems. 
It is a comprehensive and revealing analysis that blue- 
prints your future course. It is up to you to plan your 
action collectively and individually to remedy the under- 
lying causes of your troubles. 


“More things—faster!" 
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er? In this area we are beaming suggestions for brew- 
ing good coffee through secondary schools, home eco- 
nomists, food editors, women’s organizations and church 
and civic groups. 

Experiences with consumer groups have dramatically 
shown to us that women are eager to learn how to brew 
coffee which will please their family and guests. They 
are proud of their culinary specialties. What woman 
does not glow with particular pride when complimented 
on the coffee she serves? 

Where did she get the recipes for successful meals? 
Generally, they were recipes tested by others and col- 
lected by her. She may have inherited them from her 
mother, or read them on the packaged product she pur- 
chased. In either instance, they were tested recipes. 
Your package should contain simple, clear, concise in- 
structions—those which have been tested by time, talent, 
research, those which are recommended by your industry 
organization, The Coffee Brwing Institute. 

Rounded and heaping tablesncon; are fictitious characters. 
Recommend the standard coffee measure. Give her one. 
Recommend that she accurately measure the coffee and the 
water each time he purposesof this is so she can get 
the most of the best flavor each time from your blend. 
Give her a chance to discover how good your coffee is, 
morning, mid-morning, noon, mid-afternoon, evening 
and night. 

Frequently women tell us all blends have the same 
taste. A little careful probing reveals that these women do 
not brew coffee properly. With them, it’s a guessing 
game. “I guess this is about the right amount of water, 
and I guess this is almost enough coffee.” - You can help 
yourself to better consumer relations and more loyalty 
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to your brand by joining with the Institute and your in- 
dustry in assisting the consumer to discover that coffee has 
a delicious flavor. Each brand is different and she must 
find out for herself that yours is the one she prefers. 
Only if she brews it properly will it be her consistent 
choice. 

Now, let's talk about research for a few minutes. We 
currently have a dozen projects under-way, a well co- 
ordinated series of studies, soundly conceived and design- 
ed to provide basic, practical information, information 
which will yield the answers to the questions you have 
been asking us. 

In addition to outside facilities, the small exploratory 
laboratory at the Institute has been enlarged. Here we 
are able to make those preliminary observations which 
guide more fundamental projects, and also to demon 
strate techniques to our own staff and those who call on 
us. 

During the next six months, at least four scientific 
publications are scheduled to appear. Several reports 
have been delivered at scientific meetings during the past 
year. I would not labor you with a discussion of the 
individual projects, since to do justice to them would re- 
quire lengthy explanation. Let me assure you once again, 
they are all practical. Before the convention convenes 
again, our research will have reached the stage where 
you are applying its findings in your daily business. 


Why poor cups? 


In summary, may I make this observation. The In- 
stitute was created by the coffee industry primarily be- 
cause the industry recognized that there was a real need 
for education and research in the proper preparation of 
the beverage, a recognition that all of the industry had not 
been playing the game according to the same rules. 

Our experience has convinced us that, in most instances, 
faulty preparation of the beverage in the home or restau- 
rant is not deliberate. No ome consciously wants to 
serve a poor cup of coffee. If they do, it’s because many 
of them have learned the technique from the coffee trade. 

We are convinced that the trade is about to rectify 
this situation. The many articles and advertisements in 
the convention issues of the trade magazines calling at- 
tention to the need for proper brewing instruction and 
uniform instruction, are heartening. 

I am confident that we are making progress, and I 
predict that in the year ahead the beverage will be better 


than ever. 
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breaking through the consumption barrier 
(Continued from page 20) 


One avenue is to sell consumers on the variety available 
in coffee, and the many opportunities for enjoying it in 
different ways, People, the researchers say think that all 
brands are very similar. 

Today's living—and we have only to look around us 
to confirm it—emphasizes a new graciousness, a revival 
of individuality, and a renewed interest in the pleasures 
of the senses. The greater variety and freedom in men’s 
clothing, the purchase of better, more luxurious home 
furnishings, the rainbow of colors in today's two and 
three-tone automobiles, all attest to these trends. 

All of this, our researchers conclude, offers new op- 
portunity to present coffee as a beverage to heighten the 
pleasures of life, and to build up interest in the different 
ways it can be brewed and served. Incidentally, the 
marked success of the many intimate coffee houses which 
have sprung up in all parts of the country and which 
feature a variety of coffees is further support of this 
proposition. 


Another avenue 


The second avenue open to the industry, say the re- 
searchers, is to counteract people’s lurking suspicions that 
perhaps coffee is either physically or morally harmful. 

In your own experiences, you all have at one time 
or another encountered this, even if it is expressed only 
by someone saying, “I drink too much coffee.” 

One of the most persistent worries, the study found, 
is the mistaken belief held by some people that coffee 
invites addiction and dependence. 

Our industry should take steps, say the researchers, to 
remove these consumer doubts and misconceptions about 
coffee and to dramatize its role of helping people to meet 
everyday problems. 

The third avenue for the industry to consider is a pro- 
motional approach that will convince consumers that they 
should make a better, stronger cup of coffee. In this 
area, the study found that coffee drinkers possess a strong 
personal pride, not only in their individual taste for 
coffee, but in their way of brewing it. Many resent 
someone else telling them that there is just one right 
way to brew coffee. The researchers report that people 
feel strongly that they want to determine for themselves, 
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personally, just the right amount of coffee they drink, 
just the right strength, and the brewing method to give 
them their preferred flavor. 

In trying to convert consumers to our industry stan- 
dards, the researchers recommend that the approach be 
in the form of an invitation to try our way, rather than 
a dictatorial or commanding approach, 

Th’s can be successful because, the study found, people 
are willing to experiment with coffee. They change their 
brewing methods over the years. Their taste preferences 
also change. And people recognize a superior cup of 
coffee when they can get it. 

Two concrete examples of this have recently come to 
my attention. A small roaster in a major Southern city 
dominates his market solely on the basis of a high-quality 
blend. He doesn’t have to go in for price deals, mer- 
chandising stunts or anything else. He sells on quality 
only. 

In another. instance in the institutional field, a regional 
Midwestern roaster reports he is finding a ready and even 
eager market for a restaurant coffee—at 2 10¢ per pound 
premium—over his regular restaurant blend. And he is 
doing it with a straight quality story. That it is paying 
off for the eating places is, of course, obvious in the re- 
peat business he is doing. 

I have given you but a few highlights of this challeng- 
ing study. When you have an opportunity to review it, 
I am sure you will agree that, unlike the usual quantitative 
study where the results are all pictured in charts and 
tables, this is something that cannot be digested quickly. 

We believe, however, that the findings can be important 
guideposts to sharpening and shaping the Pan-American 
Coffee Bureau’s promotional program. We also believe 
that it can be of great help to the entire industry in point- 
ing the way to break through the “consumption barrier” 
which is holding us back. 

But we cannot be successful in our purpose unless we all 
work together. The coffee industry is one industry—and 
we should never forget it. We may perform different 
offices—grower, shipper, importer, roaster, or retailer— 
but our fortunes are inseparably linked. We have a basic 
mutuality of interests and we share a common destiny. 

This interdependence within our industry calls for a 
high degree of team play. 

(Continued on page 75) 
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This divergence of interest within the coffee industry 
was highlighted during the recent dock strike, when the 
Colombian Coffee Federation was able to release a con- 
siderable quantity of coffee held on consignment in New 
York, and thus relieve a tight spot-market situation which 
could have caused serious inconvenience to roasters and 
consumers if the strike had been prolonged. 

Quite aside from the possible conflict of interests within 
the domestic trade on this question of coffee consignments, 
there is a more general question which the State Depatt- 
ment has to consider. That is the implication for our 
overall trade policy of undertaking to limit consignments 
by government entities. If individuals may ship on con- 
signment, there would be no basis, under present inter- 
national agreements, for denying state trading enterprises 
access to our markets on the same conditions. It would 
be very difficult to justify restrictive measures to the 
governments of coffee producing countries on the grounds 
that consignment sales are detrimental to the interests 
of certain dealers in the United States unless it could be 
demonstrated that the practice affects the consumer's 
interest adversely, as well. 


Price instability 


Another chronic problem of ‘the coffee industry is 
price instability. During the depression of the 1930's 
and throughout the last war, prices were very low and 
producing interests suffered. The abrupt price increases 
in 1950 and 1954 were resented by consumers and cut into 
the business of dealers and distributors. 

We can agree, I believe, that no branch of the industry 
benefits from violent fluctuations in price.. But when we 
consider how to moderate price changes, there is, again, 
a divergence of interests. 

One method which has been proposed is an inter- 
national commodity agreement. 

Our government is now a party to two such agreements. 
However, as you know, we do not feel that our partici- 
pation in them is always the best solution to the problem 
of price instability. Such agreements tend to introduce 
rigidities and restraints that impair the elasticity of 
economic adjustment and the freedom of individual in- 
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itiative, which are fundamental to economic progress. 
This does not mean that we minimize the importance of 
the problem. On the contrary, we are actively partici- 
pating in a study group, under the auspices of the Or- 
ganization of American States, which is making a study 
of the world coffee situation and of the possibilities of 
adopting measures of international cooperation which 
might reduce the range of coffee price fluctuation. 

As yon know, some of the Latin American producing 
countries have been trying independently to reach accord 
on the framework of an international agreement among 
producers which would have the effect of stabilizing 
prices. 

Pressure for coffee agreement 


Most of the pressure for a coffee agreement comes, 
naturally enough, from the producers. A stable price is 
more important to them than to trader or consumer 
groups, because of the long-term capital investment in- 
volved. If a stable price is important to the wheat farmer, 
who can decide each year what he will plant for the 
following season, it is obviously even more important to 
the coffee producer, who does not harvest his first crop 
until four years after he has made his initial investment 
in new trees, and who expects to amortize that investment 
over a period of 25 years or more. 


Better supply forecasts 


We undertake, on a national basis, to assure a minimum 
price to our producers of a number of annual crops. Of 
course, we cannot control the actions of other govern- 
ments, but in any event, in view of our own price stabili- 
zation programs, we could not disagree in principle if the 
coffee producing countries try to accomplish the same 
objective, as long as the actions they contemplate would 
not hurt consumers in this country. 

Most coffee producers recognize, I believe, after the 
experience of the past few years, that if they attempt to 
hold prices at too high a level they may lose, through a 
reduction in volume of sales, all that they might have 
gained through a higher price. They are aware, too, of 
the impetus which a high price is likely to give to new 
production, and that maintenance of such a price would 
accordingly be self-defeating in the long run. 

The United States will wish to study any proposal 
which may be put forward on this subject with great 
care, and also to study carefully any alternative measures 
which might be taken for improving the coffee situation 
by such means as more effective facilities to forecast supply 
and demand and by a vigorous promotional program to 
increase consumption. 

This question of a coffee agreement is typical of the 
problems which come up to the government for policy 
decisions. I have gone into some detail in discussing the 
ramifications of the problems in order to emphasize the 
wide divergence of interests involved, and the many 
factors which have to be considered. 

I know it seems to the businessman that the Washing- 
ton bureaucrat takes an inordinate amount of time in com-, 
ing to a decision on anything. However, as you may see, 
it is not always easy to determine what is in the public 
interest. And if at any time you men in the coffee trade 
have views on the subject, I can assure you that we are 
glad to recieve them, and that they will be given most 
careful consideration. 
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in general, to keep trade restrictions to a minimum, in the 
belief that an expanding foreign trade is in the best interests 
of the country as a whole. 

Consumers, Mr. Holland said, also have an interest in 
imports of solubles; they want to buy at the lowest possible 
price, assuming equal quality. 

At its wind-up session, the convention named NCA ad- 
visory committee for the coming year. On it are Mr. 
Aborn; James M. O'Connor, of the Jewel Tea Co., Inc.; 
George V. Robbins, of the General Foods Corp.; F. H. 
Silence, of Ruffner, McDowell & Burch, Inc.; E. A. Johnson, 
Sr., of E. A. Johnson & Co.; Austin O’Brien, of Nash & 
O'Brien. 

Also on the advisory committee, ex officio, are Mr. 
Ransohoff and Mr. Folger. 

Mr. O'Connor's contributions to the coffee industry were 
recognized at the San Francisco conclave by the presentation 
to him of an illuminated scroll. 

The scroll, signed by members of the 1954-55 board of 
directors, expressed appreciation for Mr. O’Connor’s long 
service to NCA as chairman of the board, president, director 
and chairman of the U.S. Army Advisory Committee. 

Mr. O'Connor was also presented with an engraved 
sterling silver cigarette box. 

During the past year NCA tried to make known to the 
producing countries the attitudes of the U.S. industry, Mr. 
Ransohoff told the convention. 


“We expressed our concern about the welfare of the 
producers,” he said, ‘and we assured them that we did 
not wish to see coffee descend to levels that might prove 
detrimental to their best interests.” 


NCA also informed the producers that the U. S. trade 


was anxious to see coffee move more freely to our markets, 


Mr. Ransohoff added. 

“We declared it was our hope that nothing would be done 
that would result in coffee again pricing itself out of the 
consumer market,’”’ he said. 

Fred C. Byers, of Hills Bros. Coffee, Inc., was named 
chairman of NCA’s public relations committee. Con- 
tinuing as members are J. A. McMillan, of Leon Israel & 
Bros., Inc., and Mr. Silence. 


New public relations committeemen are Clifford Spiller, 
director of marketing for the General Foods Corp., and 
John S. Williams, vice president of Cunningham & Walsh, 
Inc., an allied member. 

The West drinks more coffee regularly than any other 
section of the country, Mrs. Kay Hillyard, home economics 
editor of Sunset Magazine, told the convention. 

She noted that the West doesn’t change coffee drinking 
habits very much between winter and summer, because there 
isn’t enough difference in climate to warrant it. 

Using color slides, she pictured the place of coffee in 
Western living. 

The open forums made it clear that such avenues for 
give-and-take of ideas and information have a growing 
importance at coffee conventions. 

Moderating the forum on Armed Forces coffee roasting 
was Peter Folger. Also on the panel were Mr. O'Connor; 
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Lt. Col. Edward J. Gelderman of ihe Office of the Quarter- 
master General, Washington, D. C.; Maj. W. A. Ackert, 
Purchasing Division, Quartermaster Corps, Brooklyn, N. Y.; 
Anton G. Jedlicka, coffee production specialist, Inspection 
Service Command, Philadelphia. 

Acting as moderator for the forum on consumer and 
institutional merchandising was T. Carroll Wilson, of Hills 
Bros. Coffee Inc. 

Panel members included Lawrence E. Benson, of Benson 
& Benson, Inc., who had reported on the study of consumer 
attitudes on coffee; J. K. Evans, consultant to the Pan- 
American Coffee Bureau and former head of the Maxwell 
House Division of the General Foods Corp.; Eugene G. 
Laughery, general manager of the Coffee Brewing Institute, 
Inc.; and George Loeffler, of The Nestle Co. 
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modern weapons of war, they are old enough to drink coffee. 

You and I know, that to get our share of today’s po- 
tentially enormous but intensely competitive beverage mar- 
ket, we should not hesitate to use new approaches, new ideas, 
new promotion angles, and we should maintain a continuing 
study of our market. 

We should strive for saturation in distribution, attractive 
packaging and the good-will and confidence of consumers. 

We should frequently demonstrate in sales outlets and 
in our advertising. It is surprising how many housewives do 
not know how to make a full-bodied cup of coffee. 

And we must never forget that no product can increase 
consistently in volume and popularity unless it is priced 
right and is aimed squarely at a human desire. 

We have a great opportunity-before-us.--Our population 
is increasing rapidly, incomes are high and consumer resis- 
tance is diminishing. We are on the threshold of a bigger 
market for coffee. 

If we fail to exploit our opportunity we may find that the 
resulting weakened economic status of many nations will 
pore a colossal problem. In the midst of plenty, we must 
remember the high cost of poverty. 

Let us make every effort to retain the initiative now, while 
we can still control our own affairs. 


Pan-American Coffee Bureau issues 
new booklet about its operation 


The Pan-American Coffee Bureau has published a new 
booklet describing its aims, history, organization and how 
it functions 

Entitled, “The Pan-American Coffee Bureau—What It 
Is and What It Does,” the booklet answers frequently- 
asked questions about the Bureau and outlines the scope 
of its work 

The booklet says the Bureau’s aims are: 1. To promote 
increased use of coffee in the United States and Canada 
without regard to source, brand, or type of coffee; and 
2. to maintain good relationships between producers and 
consumers, 

Originally founded by six members, PACB now has 
11 Brazil, Colombia, Costa Rica, Cuba, the Dominican 
Republic, Ecuador, El Salvador, Guatemala, Honduras, 
Mexico and Venezuela. 

Copies of the booklet are available on request to the 
Pan-American Coffee Bureau, 120 Wall Street, New York 
5, New York. 
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2 Hor everyou, this Holiday Season is more enjoyable for 
the work you dn... you, the men of the coffee and tea industries. 
? Inu every home across the land, Christmas cheer is merrier, 
New Year gatherings brighter, for the steaming cup of coffee, the 
fragrant cup of tea. Q Let that kuowledgr... that you haue 
helped the festive uote in countless homes... add joy to your 
mun holidays. 

® Chat knowledge deepens our greetings to you... our wish 
that your Christmas be happy, that in the New Year you have 


health and prosperity. 2 
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tea’s battle for the grocer’s square foot 


By C. B. LARRABEE 


PART 2—Conclusion 


These down-to-earth remarks were made at the Tea As- 
sociation convention by Mr. Larrabee as chairman of the 
board of Printers Ink. He has since resigned to serve as di- 
rector of publications of the applied journals of the Ameri- 
can Chemical Society. In 35 years with Printers’ Ink, Mr. 
Larrabee has been recognized as an authoritative leader in 
advertising, selling and marketing. 


In relation to most other food products, in sales and 
profits tea stands pretty close to the average line. The 
tea average is within one cent of the general average of 
household supplies. 

If you have been studying your trade press, as I am 
sure you have, you will realize that one subject discussed 
at conventions recently has been the problem of slow- 
moving items. 

As one operator put it picturesquely, “The brand dis- 
tributors had better get perfume out of their eyes. 
They've got to realize that a super will go only so far to 
give variety. Very few customers will walk out of a 
market if they can’t get Brand C when Brands A and B 
are just about as good.” 

If you have a top-selling line you don’t need to worry 
too much. But if your brand is giving a profit or a sales 
figure far below the average, it is hanging on very pre- 
cariously. 

Let’s not forget that the so-called national brand faces 
stiff competition from the private brand. Although such 
an authority as Paul Willis disagrees with me (at least 
he did several weeks ago when I talked to him) I am still 
stubborn enough to believe that the private brand problem 
will get tougher before it gets better. All operators 
are looking at the private brand longingly. 

In the face of all these problems, where does tea stand? 
I would say it stands very well today. Most brands 
offer a satisfactory margin of profit, as good as or better 
than the general food average. Tea hasn’t been foot- 
balled as much as some products. This, however, is a 
double-edged sword. You've got to remember that it’s 
the more popular and faster-selling items that usually 
get kicked around the most. 

The average operator may not get very excited about 
tea. But it is not one of his more troublesome items. 
It doesn’t take up too much space and it gives him a 
comfortable sales figure and a fair profit for the space it 
takes. 

At this point I want to make a low bow to those re- 
sponsible for the Tea Council’s promotion. I was im- 
pressed by the number of operators who feel that your 
promotion has done a good job for tea. 

I would like to make this observation on my own, 
based on many years of watching different cooperative 
association campaigns. I think I can say that I would 
rank the Tea Council campaign very high up on my 
list of consistent, successful, cooperative promotion cam- 


paigns. 
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As I have said, tea as a product wil! not be thrown off 
the dealer’s shelf. But some of the less well known and 
slower-moving brands are far from safe. 

One operator put it,” I can’t see the day when we won't 
be selling tea. But show me a brand that is moving 
slowly at a small profit and don’t think I'd be crazy 
enough to hang on to this when I might use the space 
it occupies for something more profitable, say an in- 
stant coffee, or a tooth paste, or paper towels?” 

Where the operator is a heavy pusher of his own pri- 
vate brands the tendency is to give more and more space 
to his own brands and less space to the nationals. This 
means that, while the fast-moving nationals are safe, the 
low-profit nationals are in grave danger of finding no 
space at all in many markets. 

But the top-sellers can’t sit back and just ride along. 
Remember what Nielsen told the Grocery Manufacturers: 
that during the years between 1942 and 1948, 30 of the 
100 leading food brands lost their top positions and were 
replaced by newcomers. Between 1948 and 1953 several 
of the older brands regained top billing, while of the 
30 new leaders of 1948, only 12 were left in 1953, and 
five of these had dropped out of leadership by 1954. 
So, just because you are on top doesn’t mean you are 
going to stay there. 

Where, then, are the areas in which you can make the 
most progress? What methods can you use to hold your 
position if you are on top or better it if you are not? 


These are questions that can be properly answered 
by your own merchandising experts, both in your company 
and in the advertising agency. But I think you will be 
interested in some suggestions that I received from the 
operators. 

In spite of—or I think probably because of—the al- 
most unamimous applause for your iced tea promotion 
there is a desire for you to de a better winter promotion. 
I don’t think there would ve this desire if you hadn't 
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done such an outstandingly good job with iced tea. I 
know you've put a lot of thought into this. But, as one 
operator put it, “If the dry cereals can get year-round ac- 
ceptance the way they have, I think the tea people can do 
the same.” 

Many of the operators say, “Stress the advantage of 
tea over other beverage.” I don’t think they mean that 
they want you to get over-competitive with other bever- 
ages. As a matter of fact, as corollary to this a couple 
of the smarter operators said they felt tea should be pro- 
moted as a preferred complementary beverage with others. 
A number of the food editors also made this same sug- 
gestion. 


Variety drink 


They know, as you do, that you haven't got a chance 
in many house-holds of getting tea to replace coffee 
entirely. But they feel that you have an excellent chance 
of promoting tea as a variety drink, for the evening, or 
afternoon tea, or as a temporary change-off, and for 
many other reasons. 

Several operators suggest that you stress the economy 
of tea compared to coffee and other beverages. 

Another suggestion is that iced tea should be promoted 
not only for itself, but in combination with products 
such as mint, fresh fruit, canned fruit and pure flavored 
extracts. One operator showed me how several of his 
store managers had made excellent combination displays 
of tea with lemons and mint. 

This next suggestion may come as a surprise to you. 
At least it did to me. Several of the operators, and big 
ones at that, suggested more couponing. Now this cer- 


tainly goes against some of the published statements of 
leading supers. But, privately, I find a lot of them talk 
out of one side of their mouth when they really get down 
to cases. 

Of course, along with this went the corollary suggestion 
that the retailer be given a satisfactory compensation for 
handling the coupons. 

From many sources I heard the suggestion, ‘Don't 
let tea become the football that coffee has become.” 
Now that is a pious idea, but I don’t know how to stop 
footballing. The more popular your product, the more 
likely it is to be used by the retailer as a football for 
prices, deals or something else. However, some food 
manufacturers have been fairly successful in keeping their 
products out of the price football class while still build- 
ing volume. I think it might be desirable if you studied 
some of those cases. 

Quite a number of the operators were critical, and I 
think justifiably so, when they said that some of the in- 
dividual companies are depending too much on the Tea 
Council advertising. They seem to feel that too many 
of the tea brands are letting the Tea Council be the 
George who does it. A couple of the operators said 
there should be more tie-up between the packers’ adver- 
tising and the Council's efforts. 

Another suggestion from the operators and the food 
editors, too, was that some brands should be consistently 
promoted. I don’t want to mention names here, but it 
was interesting to me how often the names of a couple 
of packers were mentioned. It is no coincidence that 
these are large and consistent advertisers. 

(Continued on page 66) 
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Canada’s changing tea market 


By D. M. LANGTON, 


Tea trends in Canada, where per capita consumption 
is among the highest in the world, are reviewed in these high 
lights from Mr. Langton’s report to the eighth convention 
of the Tea and Coffee Association of Canada. 


What exactly is the position of tea in Canada in 1955? 
The per capita consumption of the 15-years-of-age-and- 
over group is nearly 414 pounds a year. Around 95% 
of Canadian families have tea in their homes. On the 
face of it, the position seems happy enough. 

But measure present con- 

sumption against past con- 
sumption, bearing in mind 
the rapidly increasing popu- 
lation. Average annual im- 
ports for the years 1909- 
1913 were a little over 36,- 
000,000 Ibs. The figure for 
the five years ending Decem- 
ber, 1954, was around 46,- 
000,000 Ibs.—-an increase of 
only 28%. Over the same 
period, Canada’s population 
has increased by 103%. 

If we are to view the situation clearly, we must forget 
for the moment about total import and consumption 
figures and think in terms of consumption per capita— 
of 15 years of age and over. 

Let’s take a look at more recent events, per capita im- 
ports over the last 20 years. Since the war they have 
been consistently below the prewar level, and yet Cana- 
dians are consuming considerably more liquids. 

Why this decline? 

Canada once rural, is rapidly becoming urban, and 
surveys have shown that the rural population consumes 
more tea. More people are eating out, where tea is less 
readily available than other beverages. Tea is not avail- 
able at all in the new market—automatic vending ma- 
chines. Interplant feeding and break periods have ex- 
posed Canadians to competing beverages which are ad- 
vertised more and more heavily The immigrant popula- 
tion is no longer substantially of British origin. 

There are reasons in plenty for the weakening of tea’s 
position 

Recently ‘Marketing’ published figures based on D.B.S. 
population forecasts of almost 18,000,000 in 1961 and 
over 22,000,000 in 1971. It is not only interesting but 
important that we project import figures on this basis 
and see what might happen to tea. I am not, of course, 
going to suggest that these are in any way prophesies of 
future events. They are possibilities; they give us some 
idea of just what the potential is; they give us something to 
think about and, what is important, something to aim at. 

What could happen by 1961 if we do no more than 
maintain the present-day level of per capita consumption ? 
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The expected growth of population should have increased 
tea imports by 7,000,000 Ibs. a year. But we must do 
better than this. 

What would happen if, working together, we can re- 
turn per capita consumption to its prewar level of five 
and one-tenth pounds per annum? A handsome 16,000,- 
000 pounds of tea more than this year’s total could be 
sold in 1961. 

Only three additional cups per week, or seven tea bags 
a month, for everyone 15 years and over, would give us 
this result. 

Prewar per capita consumption, plus the tremendous 
increase of population anticipated during the next 16 
years could give us a staggering total, 94,000,000 lbs.— 
if we can sell just one extra cup per adult per day. 

This terrific potential market is our good fortune. 
Tea can go far, but we need a strong concerted effort on 
the part of the whole tea industry. 

The choice is ours. 

It seemed to us, when the Tea Council of Canada be- 
gan to advertise just a year ago, that one of our first 
tasks should be to get Canada thinking about tea—to 
make the public more conscious of the beverage. And 
so, starting in October 1954, we directed at the public, 
a barrage of large-space newspaper advertisements sup- 
ported by television and radio commercials. 

We used 73 daily newspapers, 23 television stations, 
and 15 radio stations covering some of the areas not 
reached by television. 

It should be mentioned here that all our advertising 
and display material is, of course, produced in both 
English and French. We go beyond mere translation and 
give the Quebec market the separate and specialized at- 
tention it warrants. 

Phase II began in mid-December and provided a change 
of pace. You may remember seeing the poster, “If you 
drive, drink Tea.” This was considered a successful cam- 
paign and the tea industry enjoyed considerable goodwill 
as a result. The slogan was bandied about in the most 
unusual places. 

Comedians used it in their shows and it was featured 
as a cartoon with a humorous slant on the price of tea. 
In newspapers we ran small ads carrying the same message. 

Phase III of our campaign opened at the beginning of 
1955. We were, of course, influenced by the rise in tea 
prices. The original economy claims were modified. 
Greater emphasis was placed on tea as a relaxing beverage. 

“Tea for Canada Week’, which was held in March, was 
the main merchandising event of the year. The trade 
was told about the promotion well in advance. It re- 
sponded nobly. Trade advertising was built around the 
“Tea for Canada Week” Display Contest, with prizes of- 
fered for the best store displays of tea and related items. 

“Tea for Canada Week” was a full week of activity as 
far as the Canadian press was concerned. At the beginning 
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of the Week, our own advertising and publicity was 
splashed across the pages and later Safeways, O.K. Econo- 
my Stores and B & K in the West carried full-page ads. 
In the East, both of, the large chains, Dominion and 
Loblaw’s, devoted their full mastheads to the promotion. 

Newspaper readers were subjected to a barrage of pub- 
licity. We sent a kit containing tea stories and photo- 
graphs to all the principal newspapers in Canada. The 
support we received from the press was magnificent. 

Television and radio stations also rallied to our sup- 
port by plugging tea and “Tea for Canada Week”. . . 

So we believe that, by “Tea for Canada Week”, the 
consumer was made tea-conscious as never before. 

This barrage of material in both newspapers and trade 
papers and over television and radio was substantial. But 
an effective campaign must have good point-of-sale follow 
up. 

We were certainly indebted to tea salesmen who did 
a great job talking up the campaign. They took orders 
for 10,000 sets of the “Tea for Canada Week” display 
kit from independent grocers in every part of the country. 
The Council’s own field staff was active and, as a result 
of their efforts, 2,000 additional sets were sent to chain 
stores. 


Related items 


There is another important aspect of the campaign 
which I must mention: the advertising efforts of related 
item manufacturers. Without doubt, it did much to boost 
the impact of the campaign on the public. And it was 
worthwhile, too. Reports showed that grocers not only 
increased tea sales, but sold more related items. 


“Tea for Canada Week’’ was, we felt, a successful ef- 
fort. It was a considerable undertaking, but the experi- 
ence we tucked away will be invaluable for “Tea for 
Canada Week’, 1956. 

From the beginning of May to the end of August, we 
carried ads in a selected group of newspapers. Our aim 
was to drive home the main features on which we had 
been concentrating during the year—relaxation, economy, 
road safety. They also introduced iced tea. The ads 
were run three times in each scheduled issue of the 30 
largest newspapers. 


Iced tea status 


The Council feels that there is definitely a place for 
iced tea in Canada As you know, it is not as popular here 
as in the United States, but there seems to be no real reason 
why more should not be consumed. And so our summer 
campaign, included a drive to popularize this beverage, 
which is the best summertime thirst-quencher. 

Streamers were distributed to restaurants in many parts 
of Canada and featured both iced tea and summer-type 
sandwiches, and iced tea by itself .. . 

The novelty of iced Tea in Canada and the attractiveness 
of the beverage when well-served, makes it a popular 
subject with women’s editors. Iced tea pictures and pub- 
licity material produced by us were used by leading papers. 

The 300-line ads presently appearing in your local 
papers provide another change of pace. The messages 
are substantially the same as in our previous campaigns. 
This campaign is intended, in part, to fix our symbol in 
the public mind once and for all. 

(Continued on page 66) 
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ITC lifts bars on tea exports 
for five years; India unconcerned; 
Ceylon to increase acreage 


The International Tea Committee has decided to remove 
restrictions on exports of tea by member countries for the 
next five years. 

Observers in India said the decision may not mean much 
as far as that country is concerned, 

During the past 12 years India was allowed an extension 
of 76,000 acres of which not more than 42% was used. 
Even with free expansion and export, it may not make much 
of a difference. The industry's willingness to expand or 
replant is now conditioned by several internal factors, such 
as cost of planting, level of taxation and saving, labor 
situation etc. 

The government of Ceylon has decided to increase the 
area under tea by 50,000 acres. 

On the basis of the International Tea Committee’s de- 
cision, Ceylon’s export, hitherto restricted to 340,000,000 
pounds annually, will now be raised to an exportable 
maximum of 380,000,000 pounds in the event of a crisis 
in the tea market, and to an unlimited quantity in normal 
times. 

Tea producers in Ceylon are not particularly enthusiastic 
about this decision because, they say, only tea companies with 
reserves will be able to take advantage of it. 

They point out that the cost of opening up new tea land 
is prohibitive because of high taxation, and insist that unless 
there is a relaxation in this direction, only a few will benefit. 


Ceylon keeps 65,000,000-pound 


limit on tea for London auctions 


The Ceylon government will again permit the export 
of 65,000,000 Ibs. of tea direct to London auctions, accord- 
ing to official sources. This is the same as the quantity 
allowed last year. 

The quantity will include 32,500,000 Ibs. of medium 
teas. There is no restriction on the export of other 
varieties. 

Restrictions on direct exports to London auctions are 
placed to encourage sales in Colombo and to help make 
Colombo auctions the center for Ceylon tea, 


Attack Ceylon jump in tea export duty 


Spokesmen for the tea trade here in Colombo strongly 
criticized Ceylon’s increase in the tea export duty from 50 
cents to 65 cents per pound. 

The chairman of the Tea Traders’ Association, considered 
the increase most unfortunate and said; “The market has 
been settling down nicely and the increase will disturb 
overseas buyers.” 

E. W. Kannangara, chairman of the Low Country Products 
Association, said it was most inadvisable that the duty should 
have been raised after it had been brought down only re- 
cently, especially since moves are afoot to formulate a 
definite plan for tea duties. 


India not planning to nationalize tea 

The government of India has no proposal under considera- 
tion for nationalizing the tea industry, C. D. Deshmuk, 
the Finance Minister, told a press conference in New 
Delhi. 

There was, however, no positive decision not to nationalize 
it, he added. 

Tea was not included in the public sector of the in- 
dustrial policy statement of the government, he said. 


Japanese to try black tea blend 


A blend of Assam and Ceylon black tea will soon be 
introduced in Japan. 

T. Yasumoto, director of the Japan Black Tea Co., 
Shizukoa, who completed a visit to the Indian tea-growing 
areas, said he bought ‘a small quantity of Assam tea to 
make trials.” 

He was confident that the blend would be superior to 
either tea drunk separately. 

Mr. Yasumoto’s firm imports nearly 40% of the black 
tea consumed in Japan, it was reported. 


Pakistan raises tea export duty 

Pakistan has raised the export duty on tea from three 
annas to six, it is reported by Khalid Askary. 

The ruling was published in the Pakistan Gazette, ac- 
cording to a government press note issued in Karachi. 





(5) LIPTON TEA Is Americas Favorite! 


They don’t need a doctor to understand Lipton’s 
brisk flavor! It’s the tea they turn to for a bracing 
lift... for a full-bodied, refreshing drink. That’s 
why it’s the tea that sells the fastest! 
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Ceylonese producers set up 
corporation to handle 
exports of their tea 


A corporation will shortly be formed by Ceylonese tea 
producers to take over export of their product. 

The new set up would have the backing of powerful 
Ceylonese producers and financial groups, now accounting 
for about 25% of Ceylon’s tea production. 

Eventually the corporation would handle other exports, 
as well as imports, it was reported. 

The effect of the new organization is being weighed 
seriously by tea trade circles in Colombo and elsewhere. 

Taking the Australian market as an example, the Colombo 
trade said the new corporation had little hope of bringing 
down tea prices there. They felt that trade channels which 
supply Australian tea were so well established that it would 
take time for the new venture to change the existing pat- 
tern. Unless the new Ceylon corporation became a buying 
agent of some of the biggest importers in Australia, it would 
not make any deep inroads into the present trade circles, 
they commented. 


Junior Board is assigned 
to handle 1956 convention 

The junior board of directors of the Tea Association 
of the U.S.A. has accepted the request of the senior 
board to handle the 1956 convention. 

Next year's event will return the convention to New 
England. It will be held September 23rd-26th at Went- 
worth-by-the-Sea, Portsmouth, N. H. 

The junior board will also suggest sites for the 1957 
and 1958 conventions. 


Named by the junior board to be in charge of the 
convention arrangements is Thomas J. O'Rourke, of the 
Aldine Paper Co. 

The social chairman is Thomas Dannemiller, of the 
Dannemiller Coffee Co. 

A special executive committee to follow through on 
convention planning was also named by the junior board. 
It includes Mr. O’Rourke and Mr. Dannemiller, and also 
William H. Hall, McCormick & Co., Inc.; Robert Wilson, 
Geyer Advertising, Inc.; and Norman Langer, De Hope 
Goldschmidt Corp. 

Chairman of the junior board is Joseph N. Frank, of 
the Wm. Scull Co., Camden, N. J. 

Ernest Engel, secretary-treasurer, is resigning from 
Thomas J. Lipton, Inc., to enter another field. 

His successor on the junior board has not been named 
as yet. 


Ice stoppers are new iced tea premium 

Ice Stoppers, a new premium item for iced tea and coffee, 
have been introduced by Crown, New Bremen, Ohio. 

Ice Stoppers keep ice cubes down in the glass, preventing 
them from floating up to touch the drinker’s lips as the 
drink is consumed. 

Packaged in attractive clear plastic containers, Ice Stoppers 
are made of anodized aluminum and come eight to the 
container—with each Ice Stopper a different color. 

The gay anodized colors will not tarnish, rust or distort, 
it was stated. Ice Stoppers are tasteless and do not affect 
the flavor of the drink. 

They are ideally suited to self-liquidating premium pro- 
motions. Thy can be supplied with company or product 
name imprinted. 


Holiday Greetings 
and best wishes to 
the tea trade for a 


prosperous New Year 
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Mixed 
TOTALS 








5,022 7,630 


*Combined with Sumatra 





Tea Movement into the United States 
(Figures in 1,000 pounds) 





Aug. Sept. Oct. Nov. Dec. Year Jan. 
Black 1954 1954 1954 1954 1954 1954 1955 
Ceylon 1,022 2,190 1,653 1,640 1,963 39,856 2,363 
India 1,545 2,144 2,283 2,410 3,385 40,871 3,188 
Formosa 706 «677 )=0—s(i501—Ss«aG21—s—«B3'72_--4.799 ~=—- 8801 
Java 429 329 667 688 629 10,004 1,206* 
Africa 258 672-272 67 132 5,710 134 
Sumatra 130 383 137 289 386 4,691 deg 
Indonesia 
Japan 
Misc. 266 580: 52 5.461 


Green 
Japan 532 512 242 249 179 3,399 231 
Misc. 40 12 64 29 27 = 249 16 


Oolong 

Formosa 19 58 70 36 39 377 5 
Canton 28 28 10 14 6 93 2 
Scntd Cntn 22 14 10 13 3 64 2 
Misc. sg 26 ae 14 7 3 aoe 


6,490 6,522 8,051 115,715 8,439 9,591 14,977 


Figures cover teas examined and passed, do not include rejections 

















Feb. Mar. April May June July Aug. Sep Oct. 
1955 1955 1955 1955 1955 1955 1955 1955 1955 
2,201 5,055 3,348 2,958 1,925 3,219 4,136 3,882 4,819 
5,067 7,203 3,162 3,333 955 647 1416 2015 3.192 
3082 «287: «136¢0¢«C'*~“‘“S“‘aCCTCOCOM(C3R 88S 
199 319 69 942 277 383 462 497 391 
816 1,280 1,561 812 1,130 1,006 848 862 1,888 
217 160 25 14 ' 20 1 7 «134 «326 



















36 9 10 9 32 12 21 22 92 
5 6 6 3 9 21 19 
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8,052 11,995 





8,717 4902 5,797 7,685 





Based on reports from U. S. Tea Examiner. 




















Lester Vail elected president 


of Tea Club; Shea named v.p. 


Lester B. Vail, of Simpson & Vail, Inc., was elected 
president of The Tea Club at a meeting at the Antlers 
Restaurant, New York City, last month. 

Mr. Vail succeeds Albert Guarino, of Irwin-Harrisons- 
Whitney, Inc. 

Thomas E. Shea, of Jacobus F. Frank, was elected vice 
president. 

The other officers are William A. Congalton, of Stan- 
dard Brands, Inc., treasurer, and Charles Walter, of 
Dodwell & Co., Ltd., secretary. 

The Tea Club is primarily a social organization for 
members of the trade in the New York area. 

Commenting on the tea outlook, some of the officers 
said they expected enough fine teas will be available for 
even the most critical customers. 

One officer cited London reports that demand for 
better quality packets is becoming stronger, in spite of 
price differences. Better qualities would help stimulate 
demand in this country, too, he declared. 


Reed heads manufacturing for McCormick 


Appointment of G. Douglas Reed to the newly created 
position of vice president in charge of Manufacturing for 
McCormick & Company, Inc., Baltimore, was announced 























today by Charles P. McCormick, company president and 
chairman of the board of directors, in a series of personnel 
changes. 

Joseph A. Braun was named vice president and controller 
of the Schilling Division, San Francisco. 

Charles P. McCormick, Jr., John L. Buckley, Jr., and 
Richard L. Hall were elected to the board of directors. 


Clapp tells New England Tea Trade Ciub 


about trip to Far East producing areas 


Oliver H. Clapp, of O. H. Clapp & Co., told the 
New England Tea Trade Club last month about his 
travels in the Far East, including tea producing areas. 

The meeting was held at the 99 Club, in Boston, and 
was well attended, with many wives of tea men accompany- 
ing their husbands. 

Mr. Clapp illustrated his talk with Kodachrome slides. 


Compton named to Tea Association board 


Robert,Compton, of Bingham & Co., Inc., New York 
City, long active in Tea Association activities, has been 
named to the board of directors. 

R. Barclay Scull, of the Wm. S. Scull Co., Camden, 
N. J., resigned from the board “with great reluctance” 
under the pressure of other activities. 
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Canada's changing tea market 
(Continued from page 62) 





This fall the packer members and the Council distribu- 
ted back-bar strips. They proved popular in promoting 
tea and food together. 

Finally, there are the 1955 Christmas-New Year safety 
streamers. They are dramatic, and we hope they will 
prove effective. They will be supported by newspapers, 
television and radio. 

There is an account of the Tea Council’s advertising 
activities during the first 12 months of operation. What 
of results? Certainly we do not expect an immediate 
change in tea consumption, but we are confident that, as 
a result of our efforts, Canada is more tea-conscious than 
it was a year ago and that Canadians are now in a more 
receptive frame of mind for our messages. 

Our campaign to boost tea will continue without pause. 
Current motivation research, initiated by our advertising 
agency, is already uncovering facts which indicate definite 
approaches for the future. 

As a first result of this excellent study, you may expect 
to see Tea Council messages with a new twist in the 
new year. We will be venturing into magazines and 
our main effort over television will be even more effective. 
Over the last six months, the number of television sets 
in Canada jumped from 1,200,000 to 1,800,000. 

There is no doubt that we are presented with the pos- 
sibility of the tea industry in Canada growing as never 
before, and it is up to each one of us to take advantage 
of the great opportunity. 

The future offers a challenge. It’s up to us. The 
choice is ours. 


United Fruit pulls out of East Coast 


Colombian Conference; runs as independent 


The United Fruit Co. has announced its withdrawal 
from the East Coast Colombian Conference. 

The shipping line states that it will operate as an in- 
dependent carrier, maintaining regular service from Bar- 
ranquilla and Cartagena to U. S. Atlantic and Gulf Ports. 


tea's battle for the grocer's square foot 


(Continued from page 60) 





Today you can’t stay successfully in the market, no mat- 
ter how long you have been established, by just throwing 
a wad of advertising behind a couple of deals about 
twice a year. 

As you might expect, several of the operators com- 
plained about deals. It doesn’t seem to me that in com- 
parison with a lot of other products tea has been over- 
dealed. But I think we can also say that it hasn’t been 
under-dealed. 

Just how you get away from the creeping poison of 
the deal, no one seems to be able to say, But I do know 
that in almost every field there is atleast one quality food 
manufacturer who has managed to keep volume up with- 
out deals or with a minimum of deals. 

This whole problem of gimmicks and deals is one of 
the toughest the food business faces. The feeling in the 
trade generally is that gimmick selling is being used too 


COFFEE & TEA INDUSTRIES and The Flavor Field 





often in place of sound advertising, that dollars that 
could better be put into solid long-term promotion are 
being thrown into gimmicks, that most of the gimmicks 
are self-canceling. There is no question about it that 
there is a revolt against the gimmick. 

I think it is well to remember some points emphasized 
not long ago by Nielsen's Peckham. He pointed out: 

. That consumer promotions rarely top a declining 
sales curve. 

. That sales gains on all well-established products 
are usually temporary in nature. 

. . That some of the sales gained on a new product 
by a deal are lasting, particularly if the product is top 
quality. 

He added that successive and frequent promotions on 
the same product generally produce smaller and smaller 
sales, both at the time and afterward. 


. plus, not in place of 


Peckham went further and said that consumer promo- 
tion should be in addition to, and not in place of, normal 
advertising support. And, finally, that promotion should 
not crowd out regular merchandise. 

Now I want to get to the back of the store, where | 
think the merchandising possibilities are as yet largely 
untapped. Again, I will call on Jim Cooke, of Penn 
fruit. 

Emphatically he has said many times that many 
manufacturers are falling down badly in the help they 
are giving supers in warehousing. 

He points out that a lot of manufacturers who will go 
to the trouble of putting a tear strip around a cigarette 
package or a package of gum won't do the same thing 
for a tear strip around a shipping carton. Yet one of 
the great sources of loss comes because so many pack- 
ages are damaged in the back room as cartons are being 
opened. 

Some operators now do a great deal of case-splitting 
in their central warehouse, where it can be supervised 
closely. A lot of other operators prefer decentralization 
and still allow case-breaking to be done in the local store. 
None of them denies that damage from breaking up cases 
is as annoying as it is unnecessary. 


Your package 


A small matter? Is Cook being finicky? I don't 
think so. Anything that you as a brand operator can do 
to help the super market make an extra cent isn’t trivial. 
The food business today is run on that extra cent. 

Remember, again, that a large part of the merchandise 
that goes into even the largest super moves at a case or 
less a week. If your brand happens to be one of those, 
the chances of getting it out of the onecase into the two- 
case class won't be helped any by making cases hard to 
get into and otherwise expensive to handle. 

The modern central warehouse is a pretty efficient 
operation. I haven't found an operator yet, however, 
who didn’t admit that he felt the full potentialties of 
warehousing had only just about been tapped. What are 
you doing to help him realize these potentialities? 

Now I would like to talk about packages. Here I am 
talking on my own. 

As one who has watched packaging over a good many 
years, I don: think I would say that, by and large, tea 
packages hav. the interest and excitement that many 
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other packages have. And don’t think the operator isn’t 
conscious of that. 

I talked, for instance, to Glenn Grife, of Red Owl, 
who commissioned Jim Nash, a nationally-known package 
designer, to work on Red Owl’s private brand packages. 
I thought as I looked at the Red Owl package that some 
fairly well-known tea packers could benefit by the services 
of top-flight designers. 

Some of the tea packages are excellent. But I find that 
others even violate such elementary principles as not 
white-spotting, stamping the code numbers so that the 
checkers finds it interfering with the price stamp, using 
low visibility for product names, making no effort to tell 
the customer how to brew a good cup of tea, and—perhaps 
worst of all—not using the package as a selling device 
at all. 

How many tea packages do you feel really urge the 
woman to buy tea because it tastes good, because it is 
different, because it is refreshing, or because it will give 
her variety of menu? How many, in fact, do anything 
to make her want to buy tea instead of something else? 

Only two sales talks 

Yet don’t forget that the woman who buys in the 
modern super sees or hears onlv two sales talks. First 
is the national and local advertising. The second is the 
talk on your package. And so long as any tea package 
fails in its selling job, then the whole tea industry will be 
lagging behind its potentialities. 

You might be interested in just a few comments from 
the food editors that were somewhat different from those 
got from the operators. All of them mentioned pack- 
ages, pointing out the good ones and complaining about 
the poor ones. One editor even said the strings on the 
tea bags were too short. Maybe that’s a trivial criticism. 


I don’t know. Is it? I won’t quote the girl who said 
she had found tea was an excellent hangover cure. 

But I was interested in one editor who said she thought 
it was funny in a way that the coffee people in bringing 
out instant coffee had just reached the point of conven- 
ience where the tea people had always been. She said, 
“I wonder why more tea packers don’t point out that tea 
is really an instant product?” 

Several of the food editors and some agency men I 
talked to felt that tea had not been sufficiently promoted 
as a man’s drink, 


Advertising snowball 


As packers of tea you don’t have the money to pro- 
mote it as extensively as coffee is promoted. But you 
never will have that money unless you promote it as 
aggressively and extensively as you can with the money 
you have. Advertising appropriations are like a snowball 
rolling down hill—the farther it rolls, the more it gathers. 

Don't depend on the Tea Council campaign te do the 
whole promotion job. In mathematics, one plus one 
makes two. In merchandising an association promotion 
plus an individual promotion makes three and sometimes 
four and five. And don’t forget that the more you pro- 
mote tea, the more the individual retailer will promote it. 

Don't be in-and-outers in advertising. The top people 
in the tea field today are those who have advertised con- 
sistently, continuously over the years. There's always 
room for Johnny-come-latelies, but only if they are will- 
ing to use advertising with the same consistency and con- 
tinuity practiced by the people who have been long 
established in the market. 

Finally, remember that even though you are on top 
today, you have to fight to stay there. 





ALSO MADAG 


General Agents: 


SAGUS MARINE CORPORATION 
General Freight Agents: TEXAS TRANSPORT & TERMINAL CORP., INC. 


COPFEE & TEA 


OUTward 
DI. 4-4210 


INward 
WH. 3-8330 
Field 


INDUSTRIES and The Flavor 








Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 
Ahbl Trans Car—Ahlmann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
ArgState—Argentine State Line 
Am-W Afr—American-West African Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-West African Line 
Barb-Wn—Barber Wilhelmsen Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co 
Farrell—Farrell Lines 
Grace—Grace Line 
Granco—Transportadora Gran 
Colombiana, Lida. 
Gulf—Gulf & South America Steamship 
Co., Inc. 
Hol-Int—Holland-Interamerica Line 


Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





[FC—I.F.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Lid. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacifie Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ: 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—Jacksonville 
1.A—Los Angeles 
M/l—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelpbia 
Po—Portlan 
PS—Puget Sound 
Sa—Savannah 
SF-—San Francisco 
Se—Seatile 
St Jo—Saint John 
Ta—Tacoma 
Va—V ancouver 


SAILS SHIP 


ACAJUTLA 


12/13 Telde UFruit 
12/26 Choluteca UFruit 
12/26 Santa Fe Grace 
12/28 Santa Cruz Grace 
1/25 Santa Fe Grace 


AMAPALA 


12/29 Santa Fe Grace 
12/31 Choluteca UFruit 
1/11 Santa Anita Grace 


BARRANQUILLA 


12/12 Aggersborg UFruit 
12/13 Santa Teresa Grace 
12/17 Santa Cruz Grace 
12/19 Fiador Knot UFruit 
12/20 Santa Ana Grace 
12/27 Santa Catalina Grace 
12/27 Loviand UFruit 
12/27 Marna UF ruit 
1/2 Otta UFruit 
1/3 = Santa Teresa Grace 
1/9 = A steamer UFruit 
1/9 = Aggersborg UFruit 
1/10 Santa Ana Grace 
1/13 Santa Fe Grace 
1/16 Fiador Knot UFruit 
1/17 Santa Catalina Grace 
1/23 Leviand UFruit 
1/23 Marna UFruit 


BARRIOS 
12/11 Leon UFruit 


DECEMBER, 1955 


Cr 12/17 Hol2/23 N012/26 
Cr?1/4 NY1/12 

Cr' 1/10 

LA1/5 SF1/7 Sel/11 

LA2/4 SF2/6 Se2/10 


Cr’ 1/10 
Cr? 1/4 NY1/12 
Cr! 1/22 


N012/25 

NY12/21 

LA1/5 SF1/7 Sel/11 
NY1/i 

NY12/28 

NY1/4 

NY1/8 

NO1/7 

NY1/15 

NY1/11 

NY1/22 

N01/20 

NY1/18 

LA2/4 SF2/6 Se2/10 
NY1/29 

NY1/25 

NY2/5 

N02/3 


N012/15 


SAILS SHIP 


12/14 L.H. Carl 
12/20 Lempa 
12/20 Cubahama 
12/27 La Playa 
12/29 Mabella 
1/3 Leon 

1/3 Cubahama 
1/5 Copan 
1/10 Lempa 
1/12 L.H. Carl 
1/17 La Playa 
1/17 Cubahama 
1/19 A steamer 
1/24 Leon 
1/26 Mabella 
1/31 Lempa 


LINE 


UF ruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 


BUENAVENTURA 


12/12 Santa Barbara 
12/14 Santa Leonor 
12/15 Gulf Banker 
12/20 Santa Isabel 
12/23 Santa Cruz 
12/26 Guif Farmer 
12/27 Santa Luisa 
12/28 Santa Ines 
1/1 _ — Santa Juana 
1/2 — Santa Cecilia 
1/9 Santa Maria 


CARTAGENA 


12/10 Santa Rosa 
12/12 Aggersberg 
12/14 Santa Cruz 
12/17 Santa Paula 
12/19 Fiador Knot 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


NY12/22 
N012/24 
Hol2/24 
N012/31 
NY1/6 
NO1/7 
Hol/7 
NY1/13 
NO1/14 
NY1/20 
NO01/21 
Hol/21 
NY1/27 
NO1/28 
NY2/3 
N02/4 


NY12/19 

LA12/26 SF12/29 Sel/3 
Hol2/29 NO1/3 
NY12/27 

LA1/5 SF1/7 

Hol/8 NO1/12 

NY1/3 

NY1/4 

LA1/10 SF1/13 Sel/19 
NY1/19 

NY1/16 


NY12/14 

N012/25 

LA1/5 SF1/7 Sel/11 
NY12/21 

NY1/1 





LINE 


Grace 
UFruit 
UFruit 
Grace 
UFruit 
Grace 
UFruit 
UFruit 
Grace 
UFruit 
UF ruit 
UFruit 


DUE 


NY12/28 
NO1/7 
NY1/8 
NY1/4 
NY1/15 
NY1/11 
NY1/22 
N01/20 
LA2/4 SF2/6 Se2/10 
NY1/29 
N02/3 
NY2/5 


SAILS SHIP 


12/24 Santa Rosa 
12/27 Marna 
12/27 Loviand 
12/31 Santa Paula 
1/2 Otta 

1/7 Santa Rosa 
1/9 A steamer 
1/9 Aggersborg 
1/1l Santa Fe 
1/16 Fiador Knot 
1/23. Marna 
1/23 Loviand 


CORINTO 


12/26 Santa Cruz 
1/1 = Santa Fe 
1/15 Santa Anita 
1/23 Santa Fe 


LA1/5 SF1/7 Sel/11 
Cr' 1/10 
Cr 1/22 
LA2/4 SF2/6 Se2/10 


CRISTOBAL 


12/20 Aggersborg 
1/2 Marna 
1/5 _Choluteca 
1/15 Aggersborg 
1/29 Mama 


UFruit 
UFruit 
UFruit 
UF ruit 
UFruit 


N012/25 
NO1/7 
NY1/12 
N01/20 
N02/3 


DAR es SALAAM 


12/11 Gerard 
12/23 Roebiah 


Dryfus NY1/26 NO02/5 
Nediioyd NY1/25 Bal/27 LA2/11 SF2/13 Po2/17 Se2/20 
Va2/24 


SAILS SHIP 


LA GUAIRA 


12/10 Santa Teresa 
12/13 Santa Sofia 
12/15 Santa Paula 
12/17 Santa Ana 
12/20 Santa Clara 
12/22 Santa Rosa 
12/24 Santa Catalina 
12/27 Santa Monica 
12/29 Santa Paula 
12/31 Santa Teresea 
1/3 Santa Sofia 
1/5 Santa Rosa 
1/7 _— Santa Ana 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


LA LIBERTAD 


12/11 Telde 
12/27 Santa Cruz 
12/28 Santa Fe 
12/28 Choluteca 
1/10 Santa Anita 
1/24 Santa Fe 


LA UNION 


12/10 Telde 
12/30 Choluteca 
12/31 Santa Fe 
1/13 Santa Anita 


UFruit 
Grace 
Grace 
UFruit 
Grace 
Grace 


NY12/21 
Pal2/20 NY12/21 
NY12/21 
NY12/28 
Bal2/27 NY12/28 
NY12/28 

NY1/4 

Pal/3 NY1/4 
NY1/4 

NY1/11 

Bal/10 NY1/11 
NY1/11 

NY1/18 


Cr? 12/17 Hol2/23 NO12/26 
LA1/5 SF1/7 Sel/1l 

Cr' 1/10 

Cr? 1/4 NY1/12 

Cr' 1/22 .. 

LA2/4 SF2/6 Se2/10 


Cr 12/17 Hol2/23 NO12/26 
Cr? 1/4 NY1/12 

Cr' 1/10 

Cr! 1/22 


12/27 Louise Gulf 2/12 
1/23 Lawak 
1/26 Robert 
2/12 Kertosono 
3/2 Charles 


3/15 Francois 


Lykes 
Dryfus NY3/2 NO3/12 


WY4/7 NO4/17 
NY4/22 NO5/5 


Dryfus 
Dryfus 


Nediloyd NY2/24 LA3/12 SF3/14 Po3/18 Se3/21 Va3/25 


Nediloyd NY3/20 LA4/4 SF4/6 Po4/10 Se4/13 Va4/17 


LIMON 


12/11 Otta 
12/17 Aggersborg 
12/24 Fiador Knot 
12/31 Loviand 
12/31 Marna 


NY12/19 
N012/25 
NY1/1 
NY1/8 
NO1/7 


UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 





Serving 
the 
Coffee Industry 


for over 
35 years 


WEST AFRICA 


ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, AND LIBERIA 


Direct regular service 


TO NEW ORLEANS AND 
OTHER U. S. GULF PORTS...FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS, 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


SF ae ani eee Ne 


AGENTS: 
RIO DE JANEIRO: DELTA LINE, INC, 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 
Sociedade Luso-Americana, Ltda. 
MATADI: 
Nieuwe Afrikaansche Handels Vennootschap 


MISSISSIPPI SHIPPING CO., INC, NEW ORLEANS 


COFFEE & TEA Field 


Flavor 


INDUSTRIES and The 





SHIP 


Otta 
Aggersborg 
A steamer 
Fiador Knot 
Maorna 
Loviand 


SAILS 


1/7 

1/13 
1/14 
1/21 
1*27 
1/28 


LOBITO 


12/27 Taurus 
12/29 Del Sol 
1/27 Del Campo 
2/22 Del Rio 
3/21 Del Sol 


LINE 


UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 


NY1/15 
NO1/20 
NY1/22 
NY1/29 
N02/3 
N02/5 


Am-W Afr USA2/28 


Delta 
Deita 
Delta 
Delta 


N01/23 
N02/20 
N03/16 
N04/15 


LOURENCO MARQUES 


12/23 Louise 
12/24 Mayo 


LUANDA 


12/27 Del Soi 
12/28 Granville 
1/23 Taurus 
1/25 Del Campo 
2/20 Del Rio 
3/19 Del So} 


MARACAIBO 


12/11 Santa Sofia 
12/18 Santa Clara 
12/19 Santa Cruz 
12/25 Santa Monica 
1/1 Santa Sofia 
1/8 Santa Clara 


MATADI 


12/24 Dei Sol 
12/28 Granville 
1/23 Taurus 
1/23 Del Campo 
2/18 Del Rio 
3/16 Del Sol 


MOMBASA 


12/12 William 
12/28 Roebiah 


Louise 
Robert 
Lawak 
Kertosono 
Francois 


PARANAGUA 


12/11 
12/12 
12/13 
12/13 
12/13 
12/18 
12/20 
12/20 
12/21 
12/21 
12/22 
12/23 
12/23 
12/24 
12/31 
12/31 
1/2 
1/4 
1/5 
1/6 
1/7 
1/8 
1/16 
1/21 
1/22 


DECEMBER, 


Mormacwren 
Del Valle 
Skogaland 
Bow Santos 
Alphacca 
Mormachawk 
Branco 

Bow Plate 
Itajai 
Paraguai 
Mexico 
Mormacgulf 
Del Monte 
Mormacrey 
Seafarer 
Mormaciark 
Del Aires 
Mormacmail 
Hav 
Mormacdawn 
Equador 
Peter Jebsen 
Del Mundo 
Colombia 
Guatemala 


Lykes 
Lykes 


Delta 


Gulf 2/12 
Gulf 1/29 


N01/23 


Am-W Afr USA1/31 
Am-W Afr USA2/28 


Delta 
Delta 
Deita 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


Delta 


N02/20 
N03/16 
N04/15 


Pal2/20 NY12/21 
Bal2/27 NY12/28 
LA1/5 SF1/7 Sel/11 
Pal/3 NY1/4 
Bal/10 NY1/11 
Pal/17 NY1/18 


N01/23 


Am-W Afr USA1/31 
Am-W Afr USA2/20 


Delta 
Delta 
Delta 


Lykes 


Nedlloyd 


Lykes 
Dryfus 
Nedlloyd 
Nediloyd 
Dryfus 


Mormac 
Deita 
Brodin 
IFC 
Hol - Int 
Mormac 
Nopal 
IFC 
Brodin 
Lloyd 
Lloyd 
Mormac 
Delta 
Mormac 
PAB 
Mormac 
Delta 
Mormac 
IFC 
Mormac 
Lloyd 
Nopal 
Delta 
Lloyd 
Lloyd 


H955 


N02/20 
N03/16 
N04/15 


Gulf 1/15 

NY1/25 Bal/27 La2/11 SF2/13 Po2/17 Se2/20 
Va2/24 

Gulf 2/12 

NY4/7 NO4/17 

NY2/24 LA3/12 SF3/14 Po03/18 Se3/21 Va3/25 

NY3/19 LA4/4 SF4/6 P04/10 Se4/13 Va4/17 

NY4/22 NO5/5 


NY12/31 Bol/4 Pal/6 Bal/8 

NO1/3 Hol/8 

Bal2/30 NY12/31 Bol/3 Pal/5 
NY12/29 Pal2/31 Bal/3 Bol/5 Hal/7 
NY1/4 Bol/6 Pal/S Bal/10 HR 1/1 
NY1/8 Bol/11 Pal/13 Bal/15 Nfl/16 
NO1/10 Hol/13 

NY1/5 Pal/8 Bal/10 Bol/12 Hal/14 
Bal/8 NY1/10 Bol/12 Pal/14 
NO1/10 Hol/14 

NY1/10 

LA1/18 SF1/21 Sel/25 Val/27 Pol/29 
NO1/14 

Bal/18 Pal/19 NY1/21 Bol/23 Hal/25 
LA1/25 SF1/27 Va2/2 Se2/3 Po2/7 
Bal/19 Pal/21 Bol/23 NY1/24 
NO1/24 

Bal/19 Pal/21 Bol/23 NY1/24 
NY1/22 Pal/24 Bal/26 Bol/28 Hal/30 
LA2/1 SF2/4 Se2/8 Va2/10 Po2/12 
NY1/26 

NO1/29 Ho2/2 

NO2/7 Ho2/12 

N02/9 Ho2/14 

NY2/10 








.. every step 


of the way! 


Green coffee always 

travels first class in the 

experienced hands of Grace 

Line. From long years of service 

to the coffee trade has come a sure understanding of the special 
care and handling coffee requires. Let this specialized experi- 
ence be your assurance of safe, on-time arrival of valuable 
coffee shipments. 


Operating on schedules geared to the needs of the trade, 
Grace Line’s modern Santa ships provide year-round 
American Flag service from the Coffee Ports of: 


COLOMBIA .. VENEZUELA .. ECUADOR .. PERU 


\ and West Coast of Central America 7 








\ —. A a 





TO 
NEW YORK «¢ PHILADELPHIA 
BOSTON «+ BALTIMORE 
LOS ANGELES -« SAN FRANCISCO 
SEATTLE «+ VANCOUVER, B.C. 


GRACE LINE 








SAILS SHIP LINE DUE 


7 apna ;' : 1/30 DelSantos Delta NO2/21 Ho2/26 
2/2 Forester PAB _—LA2/26 SF2/28 Va3/5 Se3/6 Po3/10 
2/13 Del Alba Delta  NO3/6 Ho3/11 


GULF & SOUTH AMERICAN § 2 vive em nore wens 
STEAMSHIP COMPANY, INC. 3  PuEsto capEtLo 


12/12 Santa Sofia Grace Pa 12/20 NY12/21 
12/15 Santa Paula Grace NY12/21 
ef ; 12/19 Santa Clara Grace Bal2/27 NY12/28 
ex fen 12/22 Santa Rosa Grace NY12/28 
12/26 Santa Monica Grace Pal/3 NY1/4 
12/29 Santa Paula Grace NY1/4 
1/2 = Santa Sofia Grace Bal/10 NY1/11 


Season's Greetings § vs see oe ma 


and } §PUNTARENUS 
3 12/10 Santa Cruz Grace Cr! 12/13 


-¢ , 12/24 Choluteca UFruit = Cr?1/4 NY1/12 
est 1S cs 1/6 Santa Fe Grace Cr’ 1/10 
; 1/20 Santa Anita Grace Cr' 1/22 


for the r de JANEIRO 
£ / Mormacmoon Mormac Jxl12/26 NW12/30 Bal2/31 Pal/1 Bol/6 Hal/8 
z /12 Holberg Nopal N012/29 Hol/2 
New Dear Bow Santos NFC NY12/29 Pal2/31 Bal/3 Bol/5 Hal/7 
q Mormacgulf | Mormac LA1/18 SF1/21 Sel/25 Val/27 Pol/29 
, Skogaland Brodin Bal2/30 NY12/31 Bol/3 Pal/5 
Del Valle Delta NO1/3 Hol/8 


Mormacwren Mormac NY12/31 Bol/4 Pal/6 Bal/8 
Alphacca Hol-Int NY1/4 Bol/6 Pal/8 Bal/10 HR1/11 


es Del Sud Delta NO1/5 
; /23 Hardanger Wes-Lar LA1/19 SF1/22 Pol/28 Sel/30 Val/31 
>. Bow Plate IFC NY1/5 Pal/8S Bal/10 Bol/12 Hal/14 


Mormachawk Mormac NY1/8 Bol/1l Pal/13 Bal/15 Nfl/16 


: / Branco Nopal NO1/10 Hol/13 
. ete te te ‘ba es Itajai Brodin Bal/S NY1/10 Bol/12 Pal/14 
Seafarer PAB LA1/25 SF1/27 Va2/2 Se2/3 Po2/7 


Del Monte Delta NO1/14 Hol/19 

Mormacdawn Mormac LA2/1 SF2/4 Se2/8 Va2/10 Po2/12 
Argentina Mormac NY1/9 

Mormacrey Mormac Bal/18 Pal/19 NY1/21 Bol/23 Hal/25 


/ Mormaclark Mormac 8Bal/9 Pal/21 Bol/23 NY1/24 
- e Del Aires Deita | NO1/24 Hol/29 
Cj Hav 1FC NY1/22 Pal/24 Bal/26 Bol/28 Hal/30 





Mormacmail Mormac NY1/25 Bol/28 Pal/30 Ba2/1 Nf2/2 
Del Mar Delta N0O1/26 
Peter Jebsen Nopal NO1/29 Ho2/2 
Del Mundo Delta N02/7 Ho2/12 
Del Norte Delta N02/9 
Del Santos Delta N0O2/21 Ho2/26 
Forester PAB LA2/26 SF2/28 Va3/5 Se3/6 Po3/10 
Del Sud Delta N02/23 
Del Alba Deita N03/6 Ho3/11 
2/24 Del Viento Delta N03/13 








, sAN JOSE 
REGULAR AMERICAN FLAG SERVICE 12/25 Santa Fe Cr 1/10 


12/29 Santa Cruz LA1/5 SF1/7 Sel/1l 
AMERICAN “Freight and Passenger ( BRAZIL 1/8 Santa Anita Cr 1/22 

Service between East 1/26 Santa Fe LA2/4 SF2/6 Se2/10 
REPUBLICS Coast of United — URUGUAY 


LINE and the countries of | ARGENTINA 
; SANTOS 


PACIFIC Sion oe = ag BRAZIL 12/10 Mormacmoon  Mormac Jx12/26 Nf12/30 Bal2/31 Pal/l NY1/3 Pal/1 
ervice etween es Bol/6 
REPUBLICS ©.24+ of United States) URUGUAY 12/10 Holberg Nopal  N012/29 Hol/2 
LINE and the countries of ARGENTINA 12/12 Peru Lloyd NY12/26 
12/14 Del Valle Delta NO1/3 Hol/8 
j NORWAY 12/14 Bow Santos IFC |‘ NY12/29 Pal2/31 Bal/3 Bol/5 Hal/7 
AMERICAN Freight and ro DENMARK 12/15 Skogaland Brodin Bal2/30 NY12/31 Bol/3 Pal/5 
SCANTIC Service ae St sa SWEDEN 12/16 Mormacwren  Mormac NY12/31 Bol/4 Pal/6 Bal/8 
LINE vest.» at ig foe 12/18 Hardanger Wes-Lar LA1/19 SF1/22 Pol/28 Sel/30 Val/31 
12/21 Del Sud Delta NO1/5 
RUSSIA 12/21 Mormacquif | W*emac LA1/18 SF1/21 $el/25 Val/27 Pol/29 
For complete information apply 12/21 Alphacca Ho! Int NY1/4 Bol/6 Pal/8 Bal/10 HR1/11 
12/22 Branco Nopal NO1/10 Hol/13 


MOORE-McCORMACK LINES 12/22 Bow Plate 1FC NY1/5 Pal/8 Bal/10 Bol/12 Hal/14 


5 Broadway, New York 4 12/23 Mormachawk Mormac NY1/8 Bol/11 Pal/13 Bal/15 Nfl/16 


Offices in Principal Cities of the World 12/23 Itajai Brodin Bal/8 NY1/10 Bol/12 Pal/14 
12/26 Paraguai Lloyd NO1/10 Hol/14 











COFFEE & TEA INDUSTRIES and The Flavor Field 





SAILS SHIP 


12/26 Del Monte 
12/27 Argentina 
12/27 Mexico 
12/29 Mormacrey 
12/30 Seafarer 
1/4 Mormacdawn 
1/4 ‘Del Aires 
1/4 —- Mormaclark 
1/7 Hav 

1/9 = Mormacmail 
1/10 Peter Jebsen 
1/11 Del Mar 
1/12 Equador 
1/18 Del Mundo 
1/25 Del Norte 
1/25 Colombia 
1/27 Guatemala 
2/1 ‘Del Santos 
2/6 ‘Forester 
2/8 Del Sud 
2/15 Del Alba 
2/22 Dei Viento 


TANGA 
12/24 Roebiah 


1/22 
1/24 
2/13 
2/27 
3/11 


Robert 
Lawak 
Kertosono 
Charles 
Francois 


VICTORIA 


12/13 Peter Jebsen 
12/19 Del Valle 
12/28 Paraguai 
12/30 Del Monte 
1/9 Del Aires 
1/23 Del Mundo 
1/27 Colombia 
2/6 Del Santos 
2/20 Del Alba 
2/27 Del Viento 


CALCUTTA 


12/10 Exminster 
12/22 Express 
1/8  Wonosari 


COCHIN 


12/10 Jefferson 
12/11 Cingalese 
12/20 Exminster 
12/30 Express 
1/11 Malayan 
2/11 _ British 
3/11 Eastern 


COLOMBO 


12/15 Exminster 
12/19 Fernbay 
12/19 Arnold 
12/21 Jackson 
12/22 Bantam 
12/28 Express 
1/3 Fernsea 
1/6 Hulda 
1/8 = Malayan 
1/20 Laura 
2/4 = Thor Odland 
2/8 ‘British 
3/8 Eastern 


DJAKARTA 


12/12 Harding 
12/16 Malayan 


DECEMBER, 


LINE 


Delta 
Mormac 
Lloyd 
Mormac 
PAB 
Mormac 
Deita 
Mormac 
1FC 
Mormac 
Nopal 
Delta 
Lloyd 
Delta 
Delta 
Lloyd 
Lloyd 
Delta 
PAB 
Deita 
Delta 
Delta 


Nedlloyd 


Dryfus 
Nedlloyd 


DUE 


NO1/14 Hol1/19 

NY1/9 

NY1/10 

Bal/18 Pal/19 NY1/21 Bol/23 Hal/25 
LA1/25 SF1/27 Va2/2 Se2/3 Po2/7 
LA2/1 SF2/4 Se2/8 Va2/10 Po2/12 
NO1/24 Hol/29 

Bal/19 Pal/21 Bol/23 NY1/24 
NY1/22 Pal/24 Bal/26 Bol/28 Hal/30 
NY1/25 Bol/28 Pal/30 Ba2/1 Nf2/2 
NO1/29 Ho2/3 

NO1/26 

NY1/26 

NO2/7 Ho2/12 

N02/9 

NO2/9 Ho2/14 

NY2/10 

N02/21 Ho2/26 

LA2/26 SF2/28 Va3/5 Se3/6 Po3/10 
N02/23 

N0O3/6 Ho3/11 

N03/13 Ho03/18 


NY1/25 Bal/27 La2/1l SF2/13 Po2/7 Se2/20 
Va2/24 

NY3/2 NO3/12 

NY2/24 LA3/12 SF3/14 Pa3/18 Se3/21 Va3/25 


Nediloyd NY3/19 LA4/4 SF4/6 Po4/10 Se4/13 Va4/17 


Dryfus 
Dryfus 


Nopal 
Delta 
Lloyd 
Delta 
Delta 
Delta 
Lloyd 
Delta 
Delta 
Deita 


Am-Exp 
Am-Exp 
JavPac 


Am- Pres 


Prince 
Am- Exp 
Am-Exp 
Prince 
Prince 
Prince 


Am- Exp 


NY4/7 NO4/17 
NY4/22 NO5/5 


NO1/29 Ho2/2 
NO1/3 Hol/8 
NO1/10 Hol/14 
NO1/14 Hol/19 
NO1/24 Ho1/29 
N02/7 Ho2/12 
NO2/9 Ho2/14 
No2/21 Ho2/26 
NO3/6 Ho3/11 
N03/13 Ho3/18 


TEA BERTHS 


Bol/14 NY1/15 
Bol/28 NY1/29 
SF2/10 LA2/15 Po2/29 Se3/5 Va3/8 


NY1/15 Bol/22 LA2/9 SF2/13 

Hal/4 Bol/7 NY1/8 Pal/13 Bal/15 Nfl1/17 
Bol/14 NY1/15 

Bol/28 NY1/29 

Ha2/4 Bo2/7 NY2/8 Pa2/13 Ba2/15 Nf2/17 
Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 
Ha4/4 Bo4/7 NY4/8 Pa4/13 Ba4/15 


Bol/14 NY1/15 


Barb-Frn Gulf 2/1 


Maersk 


Am- Pres 


JavPac 
Am- Exp 


NY1/21 Ha2/2 

NY1/29 Bo2/5 LA2/21 SF2/25 
LS2/4 SF2/9 Po2/14 Se2/17 Va2/21 
Bol/28 NY1/29 


Barb-Frn Gulf 2/16 


Maersk 
Prince 
Maersk 
Maersk 
Prince 
Prince 


NY2/7 Ha2/18 

Ha2/4 Bo2/7 NY2/8 Pa2/13 Ba2/15 Nf2/17 
NY2/20 Ha3/1 

NY3/4 Ha3/17 

Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 
Ha4/4 Bo4/7 NY4/8 Pa4/13 


Am-Pres LA1/28 NY2/12 Ba2/18 Bo2/21 


Prince 


E95 


Ha2/4 Bo2/7 NY2/8 Pa2/13 Ba2/15 Nf2/17 








NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 


Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Biehl & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 








FAST DEPENDABLE DELIVERY 


.-. Of your mild coffees 
to United States markets... rely on 


UNITED FRUIT @ 
COMPANY @ 


Ceoamahip Cowen, 


Regular Sailings between 


GUATEMALA 
EL SALVADOR 
HONDURAS 

and 


NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 

Pier 3, North River s 
NEW ORLEANS: 

321 St. Charles St. 





Va ee 


ae i 


“gy 


Ss SS 


SPO BRO 











Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 





Lloyd 
BRASILEIR 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 





the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 








Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


Orecreeeeenennsaag 








NEW YORK 
17 Battery Place 


NEW ORLEANS 
305 Board of Trade Bldg. 








‘Specialists in handling 


COFFEE from BRAZIL 


SAILS SHIP 


12/17 Hulda 
12/22 Fernmoor 
12/31 Glenville 
1/6 _—s— Pierce 
1/16 British 
1/18 
2/13 
2/14 


Eastern 
Tyler 


| DJIBOUTI 
| 12/26 Exminster 


1/3 Roebiah 


| 2/2 Lawak 


2/26 Kertosono 


HONG KONG 


12/10 America 
12/12 Fillmore 
12/14 Grant 


| 12/18 Susan 


12/23 Hayes 
12/26 Arthur 
1/3__—siRita 


| 1/9 Mail 


1/12 Harding 


| 1/13 Monroe 
| 1/19 Chastine 
| 1/3 Effie 

| 2/6 ~—~Piierce 


KOBE 
12/14 America 


| 12/18 Hayes 
| 12/24 Susan 


1/8 Monroe 
1/9 ‘Rita 
1/14 Mail 
1/19 Buchanan 
1/25 Chastine 
2/9 Effie 


SHIMIZU 


12/11 Maren 
12/27 Susan 
1/l1l Rita 
1/16 Mail 
1/27 Chastine 
2/1l_ Effie 


Thor Odland 


LINE DUE 


Maersk NY2/7 Ha2/18 

Barb-Frn Gulf 3/2 

Barb-Frn Guif 3/17 

Am-Pres LA2/22 NY3/8 Ba3/14 Bo3/17 
Prince 
Maersk 
Prince 
Am- Pres 


NY3/4 Ha3/17 


LA4/1 NY4/16 Ba4/22 Bo4/25 


Am-Exp Bol/14 NY1/15 


Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 


Ha4/4 Bo4/7 NY4/8 Pa4/13 Ba4/15 Nf4/17 


Nediloyd NY1/25 Bal/27 La2/1l $f2/13 Po2/17 Se2/20 


Va2/24 


Nedlloyd NY2/24 LA3/12 SF3/14 Po3/18 Se3/21 Va3/25 
Nediloyd NY3/19 LA4/4 SF4/6 Po4/10 Se4/13 Va4/17 


PacTrans SF12/28 LA12/30 

Am-Pres NY1/15 Bol/22 

Am-Pres NY2/12 Bo2/19 

Maersk SF1/10 LA1/13 NY1/27 
Am-Pres NY2/26 Bo3/4 

Am-Pres LA1/11 NY1/26 Ba2/1 Bo2/4 
Maersk SF1/25 LA1/28 NY2/11 

Pioneer NY2/17 

Am-Pres LA1/28 NY2/12 Ba2/18 Bo2/31 
Am-Pres NY3/13 Bo3/19 

Maersk SF2/11 LA2/14 NY2/28 

Maersk SF2/25 LA2/28 NY3/13 
Am-Pres LA2/22 NY3/8 Ba3/14 Bo3/17 


PacTrans SF12/28 LA12/30 
Am-Pres NY2/26 Bo3/4 

Maersk SF1/10 LA1/13 NY1/27 
Am-Pres NY3/13 Bo3/19 
Maersk SF1/25 LA1/28 NY2/11 
Pioneer NY2/17 

Am-Pres NY3/25 Bo4/1 

Maersk SF2/11 LA2/14 NY2/28 
Maersk SF2/25 LA2/28 NY3/13 


SF12/26 LA12/29 NY1/15 
SF1/10 LA1/13 NY1/27 
LA1/25 LA1/28 NY2/11 
NY2/17 

SF2/11 LA2/14 NY2/28 
SF2/25 LA2/28 NY3/13 


to U.S. North Atlantic Ports, Canada) voxouama 


| 12/15 Maren 
12/17 America 
All coffee cargoes receive speedy, careful handling | 12/31 Susan 
. P ’ P P 1/15 Rita 
and personalized service when they're shipped with | j,15 aii 
iFe Lines. Every shipment gets specialized handling | 1/31 Chastine Maersk SF2/11 LA2/14 NY2/25 
to insure dependable, safe arrival. And every iFc 2/15 Effie Maersk =SF2/25 LA2/28 NY3/13 


. ' Accepts freight for New York, with transshipment at Cristobal, C.Z. — 
ship pleasantly accommodates 12 passengers. 2 Accepts freight for Atlantic and Gutf ports, with transshipment at Cristobal, C. Z. 


Maersk $SF12/26 LA12/29 NY1/15 
PacTrans SF12/28 LA12/30 

Maersk $SF1/10 LA1/13 NY1/27 
Maersk $SF1/25 LA1/28 NY2/11 
Pioneer NY2/17 





Agents: 


BRAZIL—Agencia Johnson Ltd., 
Rio de Janeiro, Santos and Sao Paulo 
PITTSBURGH —Lamark Ship- DETROIT—F. C. MacFariane, 
ping Agency, 202 Henry W. Oliver 945 Free Press Bidg. 

Bidg. CHICAGO-—F. C. MacFarlane, 
NEW ENGLAND—Roger H. 105 West Adams St. 

Neidlinger, Wickford, R. |. PHILADELPHIA — 8. H. So- 
BALTIMORE —Hinkins Steam. beiman &Co., Inc., Bourse Bidg. 
ship Agency, Inc., Munsey Bidg. 


CANADA — Ker: Steamships Lta., 
Montreal, Toronto, St. John , N.B. 


M/S BORGHOLT M/S IGADI M/S REINHOLT 


FAST DIRECT FREIGHT SERVICE 
FROM TEA AND SPICE PORTS 
PHILIPPINES CHINA JAPAN 


IVARAN LINES 


Far East Service 


STOCKARD STEAMSHIP CORPORATION, General Agents 


17 Battery Place, New 4, N. Y., WHitehall 3-2340 


International Freighting Corporation, Inc. 
17 Battery Place, New York City 4, N. Y.—Phone Diaby 4-2800 
Pier 2, Erie Basin, Brooklyn, N. Y.—Phone MAin 5-3200 
Branch Office: Buenos Aires—Avenida Pte. Julio A. Roca-710 
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breaking through the consumption barrier 
(Continued from page 52) 





We at the Pan-American Coffee Bureau recognize that 
it is our job to help broaden the to‘al market for coffee, while 
you strive basically for a bigger share of the market for 
your brands. But in so doing, we urge that you can do it 
with a sense of responsibility to the industry of which you 
are a part. 

For example, those who make unreasonable claims of 
cup-yields for their coffee are not only hurting themselves, 
but they are hindering the efforts of the rest of us. What 
these members of the industry are doing is spending 
money to sell less coffee in the long run. 

What would you do to a salesman of yours who went 
out and urged your retail or wholesale customers to buy 
less of your brand? 

That is not so fanciful as it may appear to be—because 
that is exactly what has been done in the restaurant trade. 

I know that some of you will disagree with some of 
the things that I have said here today. The coffee indus- 
try has reached the point, however, where we must face 
facts squarely if we are to regain our markets and realize 
the potential that awaits us. 

But we can do this only through cooperation and 
mutual understanding. In order to give you a better idea 
of the role of the Pan-American Coffee Bureau in our 
joint effort, we have prepared a booklet telling what it is 
and what it does. We hope that you read it through at 
your leisure. 

We meet here this year in an era of unprecendented 
material prosperity and expectant, but guarded hopes for 
a lessening of world tensions. 

We are united here by a common bond—coffee. For 
you , and for me, this bond stretches across the two 
continents of the Western Hemisphere. It unites us; it 
unites our people. 

We have before us the prospect of expanding well- 
being for all the peoples of the world. In this better 
tomorrow, coffee, the commodity—and coffee, the beve— 
rage—will continue to play a major part. 

None of the problems we have discussed here are in- 
surmountable. Let us take the best that is in us, the 
most sincere judgment we express, and let us go forward, 
confident that the coffee industry will possess the even 
brighter tomorrow. 


SMeeve Angele 
COFFEE FILTER PAPERS 


We maintain stocks in New York 
to fit all sizes of urns at very at- 
tractive prices. 


H. REEVE ANGEL & CO., INC. 
52 Duane St. New York 7, N. Y. 
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WHERE YOU WANT IT... 
WHEN YOU WANT i. 


Yur coffee arrives ia r ? 
perfect condition at our | se 
modern terminal at Pier | 
25, North River, New 
York, in just 13 days 
from Santos—12 days 
from Rio—when it comes 
via Argentine State Linc. 
Our large fleet of modern 
freighters, plus _ three 
new passenger liners — 
RIO DE LA PLATA, 
RIO TUNUYAN, RIO 
JACHAL operate swift, 
dependable cargo service 
between East Coast of 
South America ports 
and New York. Your 
coffee is handled by 
experienced, efficient 
crews, in and out of im- 
maculate holds, assuring 
a minimum of bag dam- 
age and flavor contami- 
nation from dockside in 
Rio or Sant-s to truck 
or lighter in New York. 


ARGENTINE 
STATE LINE 


Boyd, Weir and Sewell, Inc., 
General Agents 

24 State St., New York 4, N.Y. 
Tel. BO 9-5660 



































the line that 
eq are s— 


fomod si -1-me i a-Lek- meal -t-ek-4 






@ Portiano 






SAN FRANCISCO 











—— ee 






There’s no substitute for the thirty years of 
experience gained by Pacific-Argentine- 
Brazil Line in transporting coffee cargoes 
from Brazil to America’s West Coast. Fast 
service on modern C-3 ships. Dependable 
schedules. 










Accommodations 
for 12 passengers 


ALBOT 


PACIFIC * ARGENTINE + BRAZIL LINE 


POP 


PACIFIC-ARGENTINE- 
BRAZIL LINE. INC. és 
POPE & TALBOT. INC.. AGENTS 


Executive Orrices—100 Bush Street, San Francisco » DOuglas 2-2561 
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PACIFIC AND ATLANTIC INTERCOASTAL 






































Coffee Movement In The U. S. Market 
(Figures in 1,000 bags) 
Total Deliveries—from: Visible ee Mg of Month 
Entries Brazil Others Total Brazil Total 
1954 
Es a bs ahek as 6440 cde 4 peo 998 838 821 1,659 1,075 385 1,460 
Ee eg Wea te 1,746 664 1,278 1,942 881 511 1,392 
WEN BN Pence cicndvncccosceisenqabosens 1,866 735 1,224 1,959 755 479 1,234 
UN a oe i te ee es 1,350 634 814 1,448 852 365 1,217 
ran rebels Cadckskecanadoted 1,089 532 499 1,031 687 362 1,049 
BO i er oii ode ee ck ow 56 Oak ins 06 1,231 303 789 1,092 452 439 891 
DU ee ss song cued cde ckusty ica 868 162 592 754 311 596 907 
ToL SESE ES ae rl Sap 674 247 552 799 438 640 1,078 
SEs SRS Se ERR eae 740 266 529 795 320 572 892 
ass cep wiheicdvs csede pajecs 846 518 398 916 543 590 1,133 
I aw 1,087 501 488 989 403 512 915 
SE SSSERROD petri nt oer ape aE Se 1,068 975 1,122 2,097 1,035 532 1,567 
1955 
EEE EES SS RDS 1,416 605 871 1,476 738 446 1,184 
be EES SIERRAS Sg Re Oy ame re 1,144 411 874 1,285 567 425 992 
MOOS dcehChikedbsv rs udt ssbenededeses 1,390 434 1,027 1,461 194 541 735 
a 1,193 540 650 1,190 425 381 806 
ON Satan kiibe sls ape hikes cicunsecnen 1,715 585 1.159 1,744 533 422 955 
De see Ce eau WL kad 4 dca a cae 1,372 331 984 1,315 272 406 678 
MR ECG Vas ob vo ds Biba CecGk wee Rees 1,580 739 894 1,632 728 362 1,090 
ON ee. oo ea eibne ane 1,360 579 745 1,324 484 330 814 
ee SN EEE! RASC EAI 1,490 731 775 1,506 543 349 892 
1 NEMS re ee a 1,894 1,063 824 1,887 1,024 213 1,237 
RIN MN ee 1,877 873 996 1,869 1,432 303 1,129 
Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 








The coffee outlook 


The coffee market has, of course, been disturbed by the 
events in Brazil centering on the presidency. 

The surprising thing is that the market reaction, aside 
from the initial response to the November 11th coup, 
has not been more violent. 

After all, within four days Brazil had three presidents— 
Joao Cafe Filho, who went on sick leave November 8th; 
Carlos Luz, who as Speaker of the Chamber of Deputies 
took over; and Nereu Ramos, president of the Senate, 
who was put into control by the military coup. 

The struggle around the presidency of Brazil points 
up a condition which has made life difficult for members 
of the industry in this country, regional roasters especially. 

Price movements which at one time would have been 
considered violent over a period of months are not 
infrequent now within days. 

This means, for one, that the roasters have great dif- 
ficulty in setting up purchase and inventory policies for 
as long a forward period as they formerly did. Some 


of them have been forced into caution by price breaks, 
like the one on August 15th, 1954, which compelled 
them to dig into capital. 

The results of minimum inventory and short forward 
buying of actuals is a shift in industry patterns which 
has yet to be fully defined. 

Quality is one of the things affected, as roasters on 
occasion are forced to turn to poorer spot grades to 
average out. Before, a capable roaster would line up— 
in his warehouse or for specific future shipment—coffees 
to take care of such contingencies. 

Now, he is afraid to move too far out on a limb. 

The sharp price movements also affect his customers. 
One conscientious roaster, who has been working hard 
to upgrade his restaurant customers to a three gallon— 
and even a two-and-a-half gallon—basis found the price 
shifts he had to put into effect were creating a cynicism 
toward his efforts. 

He wants a reasonable price—and especially a stable 
one—to be free to do his job of selling restaurant opera- 
tors on brewing better coffee. 








SOUTHERN 





42 Broadway 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 


Cross LINE 





New York 4, N. Y. 











Serving The Coffee, Tea @ Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


> 
gY 
> 








( 


Import, Export and Bonded Trucking \ 


Riverfront Warehouses 
Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 


MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
Free And Bonded Warehouses 
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| Packaging 





what’s new in coffee packaging? 





Cans and bags for coffee continue to develop 


. .. in design for more sales and in structure 


...@. g., the Parker House “key”, the Lamofoil bag 





“Flexible can” for coffee 
is made of laminated 
aluminum foil, film 


Lamofoil, a revolutionary one-pound coffee bag which 
acts as a “flexible can”, has been developed by the Shell- 
mar-Betner Division of the Continental Can Co. 

The Lamofoil bag features eye-catching aluminum foil 
which is both a shelf-standout in the retail store and of- 
fers even greater product freshness protection, it was 
pointed out. 

The coffee bag is made up of laminations of acetate 
film (gravure-printed on the reverse side), aluminum foil, 
bleached kraft and Lamofilm. 

The coffee product thus obtains the longest protection 
possible against the passage of air and moisture vapor, 
it was emphasized. 

The bags are equipped with steel ties in order to be 
packed and closed by hand. The ties are also valuable 
for reclosure of the Lamofoil bag in the kitchen each 
time that additional coffee is removed. 

Continental Can expects that many roasters will use 
the Lamofoil coffee bag as a sales stimulant for better 
grades of coffee. 
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Key on coffee can used 
to build eye appeal 
in new Richheimer package 


It’s traditional in coffee can design that the key spot 
welded to the bottom is a necessary thing—but that’s 
about all. Now a designer has worked out a way to give 
merchandising appeal to this utilitarian adjunct to the 
coffee can. 

The Morton Goldsholl Design Associates, Chicago, 
felt that the key to the vacuum pack should not be hid- 
den, but should serve to enhance the new can design 
recently created for the Richheimer Coffee Co., Chicago. 

The phrase, “Your Key to Coffee Pleasure,” was the 
literal means toward accomplishing this end. This 
phrase surrounds the key on the top ot the lid. 

New color and design symbols were also chosen as a 
means to give the can a distinctive “flavor.” 

Coffee color, dark brown, gold and white, precise 
typography, and a slogan that reads ‘Cured in the Sun” 
in an abstracted sun, complete the design. 


How the Parker 
House Coffee can 
design puts the 
spot-welded key 
to merchandising 
use, with "Your 
Key to Coffee 
Pleasure" slogan 
and famous sym- 


bol. 
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THE 
SPEEDMASTER 


Gas or Electric 
Exclusive filter process assures 


no waste, no sediment, full rich 


More coffee per hour 


flavor. 
than any unit of similar size. 


W rite for information 
ALL MODELS AVAILABLE 
Gas or Electric (also plug-ins) 


FOR HOTELS — RESTAURANTS — CLUBS 


WHITE @ CROSS 


NATIONAL STAMPING & ELECTRIC WORKS 
2215 CLARK AVENUE ST. LOUIS 3, MO. 











GRINDMASTERS 
WILL OPEN THE 
DOOR FOR 

YOU TOO! 1 


ea Grindmaster's 
canes" “ == 2 Low Cost encourages 








Retailer acceptance. 


y 4 


| The only way to 
. get aroma selling 
for you and retailer. 


x 


Makes retailers more 
willing to feature 
and promote 
x... 4 bag packed coffees. 


Zc, 


a PY: 4 
More roasters use the 
GRINDMASTER to 
increase whole bean 
sales than any 
other make. 


Write for infor- 

mation on how you can use 
GRINDMASTERS to greatly in- 
crease sales of your bag packed 
whole bean coffees. 


AMERICAN DUPLEX CO. 
815-827 West Market St. Louisville 2, Ky. 
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Eggerss retiring as Contintenal Can 
president; Fogarty to fill post 

The board of directors of the Continental Can Company 
has elected Thomas C. Fogarty president of the company, 
effective January 1st, to fill the vacancy that will be created 
on that date by the retirement of Hans E. Eggerss, it was 
announced by General Lucius D. Clay, chairman of the 
board. 

He also announced three other metal division promotions 
to become effective on that date. 

Reuben L. Perin, vice president of the eastern division, 
has been elected executive vice president of the metal di- 
vision, the position held by Mr. Fogarty since 1950. 

Orrin R. McJunkins, general manager of the southeastern 
district, has been promoted to vice president in charge 
of the eastern division. 

Horace M. Blinn, general manager of the California 
district of the Pacific division, has been elected vice president 
in charge of that division to fill the vacancy that will be 
created by the retirement of Sherlock McKewen. 


Wins $10,000 for coffee can suggestion 

Felix Christiansen found $10,000 in a coffee can. 

Mr. Christiansen, a 39-year-old production mechanic at 
the American Can Co.’s Brooklyn plant, is the first of the 
company’s 36,000 employees to win the top award in the 
container firm’s suggestion award plan. It is one of the 
largest payments ever made by industry for an employee 
suggestion. 

Mr. Christiansen’s idea had to do with a simple improve- 
ment to the equipment used to make coffee and similar cans. 

He received a check from Canco President William C. 
Stolk during a brief ceremony attended by the winner's 
family and fellow employees in the department where he 
works. 


Hiscox joins Arkell & Smiths 

Lev Hiscox has been appointed sales service manager of 
the flexible packaging division of Arkell and Smiths, with 
headquarters in New York City, it was announced by Ernest 
Heath, sales manager of the division. 

Mr. Hiscox was associated with Union Bag & Paper 
Corp. for the past 17 years in a similar capacity. 

Mr. Heath also announced that additional polyethylene 
printing and cellophane bag making capacity have been 
added to the Hudson Falls plant of Arkell and Smiths. 


Union Bag appoints Harrison 

The Union Bag & Paper Corp. has appointed John T. 
Harrison director of corrugated container and board sales. 

Mr. Harrison joined Union Bag in 1933. He served 
both as manager of the company’s Savannah bag factory 
and the Chicago corrugated container plant. 

At the time of his new appointment most recently, he 
was manager of the company’s aorthern converting plants. 


Freighting agreements extended 

The East Coast Colombian Conference has extended its 
present coffee freighting agreements to January 15th, 
1956. 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 





powdered flavors 


By CHARLES E. FRICKE 


Powdered flavors are probably the first form in which 
additive flavoring materials were available. The ancient 
navigators, searching for the shorter passage to the 
Orient, were, among other things, our first flavor mer- 
chants—and what may surprise you, dealers in powdered 
flavors. Certainly the much-sought-after spices had to 
be dried and ground to be usable. 

There has always been a need for flavors in dry or 
powdered form and for certain types of flavors this was 
a relatively simple problem. Flavoring materials of a 
resinous nature, such as vanilla, maple and spices, being 
non-volatile are comparatively easy to disperse on sugars. 
Since the development of dextrose this sugar has probably 
been the carrier for most powdered flavors. The an- 
hydrous form makes an excellent base for non-volatile 
flavoring materials. When citrus oils and compounded 
flavors are absorbed on dextrose, they are subjected to 
the same detrimental conditions as the liquid flavors, for 
example evaporation and oxidation. 

Producers of powdered and dry food products turned 
to their own laboratories to develop methods of incor- 
porating the flavoring materials, and some very elaborate 
and ingenious methods were evolved. Much stress was 
placed on the sealing of the package to keep in as much 
of the flavor as possible. However, oxidation, poly- 
merization and evaporation of the flavor went on, and 
the shelf life of the product was comparatively short. 

The need for an economically priced powdered flavor 
having a protected coating has long been desired. Today 
we feel we have just that product. Contrary to most 
thinking, the production of the gum arabic coated 
(to borrow a phrase) “flavor bud”, supercedes the sorbitol 
method by a good many years. Polak & Schwarz has been 
producing this type of flavor which we market under the 
name of POLVAROMAS since 1945. The initial intro- 
duction met with astounding success in Europe and 
throughout most parts of the world. However, we found 
the reception here was very cautious. Perhaps it was a 
psychological affront to the abilities of the food chemist; 
or it was the “Show me—I’m from Missouri’ attitude. 

The first presentation was cloaked in the usual com- 
mercial mystery of a new product. Probably nothing ex- 
cites the interest and imagination of a chemist more than 
that. What are they? How are they made? Those 
were the first questions to be answered. After they were 
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all satisfactorily investigated and explained, the advantages 
of using this type of powdered flavors were fully realized. 

For all dry products, this type of powdered flavor has 
a definite place. Users of powdered flavors have realized 
the following advantages. 1. Greatly reduced manufactur- 
ing costs; 2. no more delays for core mixes; 3. no special 
expensive treatments; 4. no elaborate packaging for flavor 
retention, and 5. above all, no flavor loss. 

In most cases the powdered flavor is weighed out with 
all the other dry ingredients, mixed in the proper ma- 
chine and packaged with full assurance of quality flavor 
being completely retained The flavor is fully released 
only when the product is mixed with milk or water, as 





This article is from the remarks by Mr. Fricke, who is 
vice president in charge of flavor production at Polak & 
Schwarz, Inc., to the Flavoring Extract Manufacturers As- 
sociation convention. He prefaced his comments with the 
explanation that “any knowledge or information I possess 
has been acquired through the development of our own 
particular powdered flavors; therefore I can only speak of 
our products and trust that my remarks will not be mis- 
construed as a commercial for Polak & Schwarz, Inc.” 





the case may be, or on the tongue, in the case of a con- 
fection or lozenge. 

To be absolutely fair, I must admit that the citrus powd- 
ered flavors do not have the indefinite shelf life the com- 
pounded flavors have. By compounded I mean the fruit 
type of flavor composed of essential oils, aromatics, ethers 
and esters. In use under normal conditions, with normal 
packaging, products flavored with powdered flavors will 
remain unaffected for the normal shelf life expected by 
progressive food product manufacturer. This shelf life 
is considerably longer than that of the initial powdered 
flavors produced ten years ago. With new processes for 
deterpenating citrus oils and with finer controls on pro- 
duction, we feel confident that the stability of the citrus 
oils have been greatly increased. 

What are these powdered flavors? They are in effect 
an amalgam—tiny droplets of oils or compounded flavors, 
each one encased in a readily soluble protective coating, 
which coating hermetically seals in the most delicate and 
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volatile components. This affords protection against the 
deleterious effects of oxidation and aging. 

Unfortunately, or fortunately, as the case may be, pro- 
duction of these flavors is rather costly. Spray dryers 
and the necessary control equipment are expensive, as is 
the operation of the dryer. Two types of dryers are 
presently in use. The drying chambers of each are de- 
signed to handle different methods of atomization. One 
method of atomization is the forcing of material through 
an atomizing nozzle by means of a high pressure pump. 
However, with this type of atomization, unless the drying 
chamber is of considerable height, a relatively small 
particle sized flavor is obtained. The other method is 
by centrifugal atomization. With this method the pro- 
duct is atomized by the centrifugal actions of the wheel 
and here, too, particle size is also limited to the size of 
the drying chamber. 

Particle size 


Particle: size of 80 mesh is relatively easy to produce, 
and smaller particle sizes can easily be made by proper 
manipulation of the apparatus. Powdered flavors with 
a citrus oil content of 20% are being produced by us. 
You can, therefore, see that with the use of fold and ter- 
peneless oils it is possible to make a powdered flavor 
equal in flavor strength, to, or stronger than, the natural 
oil. Highly volatile aromatics such as Diacetyl, as an 
ingredient of a compound, can successfully be captured. 
Great care should be exercised in spraying powders con- 
taining volatile oils and esters to insure that the operat- 
ing temperatures of dryer are well below the explosive 
limits from a vapor or dust consideration. 

For control purposes, the spectrophotometer is of valu- 
able assistance. Raw materials and component ingredi- 
ents can be carefully checked for quality. With powdered 
citrus and spice oil flavors the oil content of the finished 
powder can be determined by distillation. For batch to 
batch uniformity control this method is satisfactory, but 
with compounded flavors, this method is rather difficult. 
Here the use of the spectrophotometric absorption curves 
quickly determines uniformity from batch to batch. In 
duplication and development work, however, we have 
found the spectrophotometer to be of controversial value. 

In conclusion, I might state that the Polvaromas and 
comparable powdered flavors as produced by other 
manufacturers are here to fill a long sought need. They 
should greatly expand the production of better dry mix 


food products further to intrigue the palate of the great 
consumer public. With the passage of time, these powd- 
ered flavors will undoubtedly be improved, as all flavors 
have been improved by our industry over the years. 
This improvement will be in direct ratio to the integrity 
of the manufacturer and the skill of the flavor chemist. 


Three food colors 
removed by FDA 
from certified list 


The Food and Drug Administration has removed three 
widely used coal-tar dyes from the list of approved coloring 
materials which may be added to foods. 

The order, effective February 16th, was signed by Secretary 
of Health, Education, and Welfare Marion B. Folsom under 
the Food, Drug, and Cosmetic Act. The law requires that 
food colors be certified as completely harmless. 

FDA Commissioner George P. Larrick said the three 
color involved are harmless in the amounts ordinarly con- 
sumed in foods, but recent scientific investigation shows they 
are not harmless when fed in large amounts. 

The colors involved are FD&C Orange No. 1, FD&C 
Orange No. 2, and FD&C Red No. 32. Orange No. 1 
has been widely used in candy, cakes, cookies, carbonated 
beverages, desserts and meat products, especially hot dogs. 
Orange No. 2 and Red No. 32 are the dyes which have 
been used in coloring the outer skin of oranges. 

While manufacturers will no longer label and sell these 
three colors for food use they may label and sell them for 
external drug and cosmetic use. In the future the colors 
will be identified as Ext. D&C Orange No. 3, Ext. D&C 
Orange No. 4, and Ext. D&C Red No. 14. 

The order announcing the change is the final version of 
a regulaticn based on evidence received at a hearing held 
in Dcember, 1953. 


Turrialba offers course in coffee growing 


A course in coffee production technology is being of- 
fered at Turrialba, Costa Rica, by the Inter-American 
Institute of Agricultural Sciences. 

The intensive 11-weeks course is offered by the Institute 
in cooperation with the Foreign Operations Adminis- 
tration. 
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ASTA goes Southern Colonial 


The savory flavors and aromas of true 18th century 
American cooking pervaded the Grand Ballroom of the 
Sheraton-Astor Hotel recently when the American Spice 
Trade Association played host to food writers at a 
“Southern Colonial Dinner.” 

Spices and herbs were important in colonial times, ac- 
cording to the spice trade. They were precious commodi- 
ties, vital to food preparation, essential as preservatives 
and highly regarded as medicines. With the Spice 
Islands (Moluccas) under a tight Dutch monopoly, it 
was explained, the price of most aromatic spices was 
high and colonials regarded them almost on a par with 
jewels. 

Authentic colonial recipes were used throughout a 
“bill of fare” which started with ‘Savory Tomato Soup 
with Sippets’” and ended with “Frozen Plum Pudding”. 
Roast turkey with a distinctively seasoned chestnut-sau- 
sage stuffing and giblet gravy served as the main dish, 
accompanied by a sweet potato souffle and snap beans in 
a browned butter-peanut sauce. On the side were English 
chop pickles, crisp watermelon pickles, spiced figs and 
both traditional Sally Lunn bread and a true colonial 
yeast bread. 

Before the dinner the spice trade hosts offered an array 
of colonial-style appetizers which included English rabbit 
canapes, coach wheels, oyster tricorns, curried shrimp 
and crab meat cocktail balls and beaten biscuits with 
Smithfield ham. 

AST focused on Colonial Williamsburg, the authenti- 
cally reconstructed town in Virginia, for the background 
of the dinner. In a little hand-bound menu booklet, 
printed in colonial style in Williamsburg especially for 
the spice dinner, it was explained that colonial home- 
makers used many of the spices and herbs we know 
today. However being so valuable and also important in 
medicine the aromatic spices were sold only in the drug 
store. 

_The apothecary shop in Williamsburg regularly stocked 





Spice-of-the-month set 
for coming year by ASTA 


The spices to be featured each month during 1956 have 
been announced by the publicity committee of the 
American Spice Trade Association: 

January—Powdered mustard 

February—Curry powder 

March—Ground black pepper 

April—Basil Leaves 

May—Ground ginger 

June—Paprika 

July—Barbecue seasoning 

August—Mixed pickling spices 

September—Ground nutmeg 

October—Ground cinnamon 

November—Poultry seasoning 





December—Poppy seed 
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ASTA past presidents line up for the first pieces of the Association's 
50th anniversary cake. Left to right, John J. Frank, Lester W. Jones, 
Ernest H. Winte-, present president Gerrit Leonard, Norman S. 
Dillingham, Lloyd M. Trafford, Arthur G. Dunn and Harry J. Schlicht- 
ing. The golden anniversary was celebrated at the trade's annual 
dinner for food writers, at the Sheraton-Astor Hotel in New York. 


ginger roots, peppercorns (whole pepper), cinnamon 
sticks, nutmegs, cloves, fennel, sesame, cardamom and 
poppy seeds, sage and thyme. 

Spices were always bought in their whole form and 
ground at home, because distribution was so slow that 
factory-ground spices would have lost most of their 
flavor by the time they reached the home. 

Homemakers in those days also grew many of the 
herbs we commonly buy in stores today. These included 
familiar ones, such as oregano, rosemary and savory, as 
well as such interesting-sounding varieties as “bergamot, 
hyssop, germander, pennyroyal, rue and santolina.” 

ASTA, which also celebrated its 50th anniversary at 
the dinner, reported that interest in spices, particularly 
the herbs, seasoning salts and blends such as chili powder, 
has grown rapidly in recent years. 

In 1906, a year after the association was organized 
and the earliest year for which government figures are 
available, the U.S. imported 56,000,000 pounds of all 
spices. Last year, imports reached 131,000,000 pounds 
and a relatively new domestic production accounted for 
another 20,000,000 pounds. 

Consumption of spices other than pepper, according to 
ASTA, has nearly quadrupled in the past 50 years, while 
total population has about doubled. 

The colonial bread served at the dinner was made 
exactly as it would have been 200 years ago, at the restored 
bake shop in Colonial Williamsburg in Virginia. It was 
brought up to New York by Parker Crutchfield, master 
baker of Williamsburg, who was among the guests at 
the dinner. 

Other guest-experts on the colonial era included Helen 
Dupray Bullock, considered the foremost authority on 
18th century cooking in the country, and Mr. and Mrs. 
M. W. Thomas, Jr., of Colonial Williamsburg, Inc. Mr. 
Thomas is director of the craft shops at Williamsburg. 
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Flavor chemists hear Wenneis 


on three-decade developments 


The Society of Flavor Chemists held their first fall meet- 
ing at the New York Times Building. President Jack 
Bouton was in the chair. A large audience was on hand 
to hear an address by J. N. Wenneis, technical director of 
the Norda Chemical Co. 

After being introduced by Dr. Wendt, Mr. Wenneis 
reviewed the highlights of his 30 years in the flavor business. 
With many humorous anecdotes and reminiscences of hair- 
raising experiences, he traced the transition from rudimen- 
tary methods in the infancy of chemical manufacturing to 
modern efficiency. 

Outlining his work on developments in the flavor field, 
he held the audience rapt with his concepts of biological 
and bio-chemical aspects of natural flavors. 

The keen interest of the audience was shown by the 
flurry of questions at the end of his talk. As much techni- 
cal enlightenment was offered by Mr. Wenneis in his answers 
as in his formal talk. Reluctantly, President Bouton had 
to call a halt to a most absorbing evening. 


Heads General Foods press relations 


Robert A. Winston has been named manager of corporate 
press relations for General Foods, it is announced by Bruce 
Watson, director of the company’s public relations depart- 
ment. 

Before coming to General Foods in July of this year, 
Mr. Winston had served as special assistant to the Assistant 
Secretary of the Navy for Personnel and Reserve Forces. 

His business affiliations were with Pan American World 
Airways and the New York Daily News. 


Diamond named to head restaurant 


equipment sales in Silex reorganization 


In a realignment of sales divisions, the Silex Co., Hart- 
ford, Conn., announced the appointment of Morton Dia- 
mond as manager, restaurant equipment sales division. 

Mr. Diamond will direct sales, merchandising and 
product planning of Silex commercial coffee makers and 
other products sold through the restaurant equipment 
and hotel supply industry. 

Mr. Diamond will also supervise field sales of restau- 
rant equipment items manufactured by the newly acquired 


Enterprise Division of The Silex Co., Philadelphia. 
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Children learn about pure 
vanilla in TV program; 


part of grower campaign 


Some 75,000 school children in New Jersey, Pennsyl- 
vania, Delaware and Maryland recently saw a vanilla 
plant growing and learned how pure vanilla extract is 
made and even met a man who imports vanilla beans. 
The magic of television, applied in an interesting new 
way, made all this possible, as part of the public relations 
campaign of the Vanilla Growers’ Association of Mada- 
gascar. 

Joseph Maxwell, of The Camax Co., was interviewed 
by TV commentator Kathryn Bovaird in a studio in 
Philadelphia and their conversation went directly into 
classrooms of schools in four states. This was educa- 
tional television, one of video's most interesting applica- 
tions. Station WFIL, which carried the vanilla story, is 
one of hundreds of TV stations that do nothing but 
beam programs into classrooms. There are no com- 
mercials and no one touches the dial, except teacher. 

The vanilla show opened with a view of vanilla cookies, 
cakes and puddings. The camera then swung to a little 
girl who was eating vanilla ice cream with obvious relish. 
Next, Mrs. Bovaird came on and introduced Mr. Max- 
well as a vanilla importer. He told his young audience 
about vanilla’s history and the growing and processing 
of our most popular flavor. To give the story more 
visual appeal, the camera showed a live vanilla plant 
(courtesy of Virginia Dare Extract Co.) and also a model 
of extracting apparatus (also from Virgina Dare). 

In all, the show covered 12 solid minutes pure vanilla 
publicity, aimed directly at the youngsters who will be 
tomorrow's consumers. 

Leaders in educational television point out that this 
medium is accomplishing hitherto impossible things in 
education. It is bringing leading authorities in a wide 
variety of fields directly into huge numbers of classrooms, 
letting them tell their stories firsthand to students. Dis- 
plays, experiments, etc., come alive for the youngsters 
with the result that they are remembered longer. 

This first appearance of the pure vanilla story on edu- 
cational television proved highly successful. It is planned 
that more will follow. 


Coffee freighting agreements extended 


The Association of West Coast Steamship Companies 
has advised that the present freighting agreements. due 
to expire October 15th, 1955, have been extended to 
January 15th, 1956. 
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By MARK M. HALL 


@ @ Mixed is the word which should 
describe the coffee market at the time of 
this writing. From September 20th to 
October 1st, spot and shipment Brazils 
went down about 10¢. September delivery 
reached a high of 59¢ on the 20th of that 
month. Today December delivery is 
around 48¢. 

Spots have come down faster than 
distants. This may be due to the fact 
that spots have had undue strength be- 
cause of the small warehouse stocks of 
American roasters and necessary buying, 
due to a good level of coffee conump- 
tion. 

Coffee exports from Brazil, January to 
October, are very high in comparison 
with last year, yet it is expected that 
the backlog of coffee stored in Bra- 
zilian warehouses will be at a _ record 
high by the end of the year. Joe Hooper 
has worked out figures to show that the 
current rate of export from Brazil is 
below the rate set during the first half of 
the year. For example, the average for 
Sao Paulo from the first of the year 
to July 1st was 757,800 bags. The aver- 
age for the months July, August and 
September was 600,014 bags. For like 
periods, there was a corresponding drop 
from Parana, Rio and Victoria. It is 
expected that Brazil will have to export 
at a higher rate than last year if she 
hopes to work off her surplus crops, but 
the indicated trend in exports does not 
give much chance of it. Therefore local 
coffee men are looking for lower prices. 

The immediate situation in milds is dif- 
ferent. Late rains have slowed up ship- 
ments from Central America. It is said 
that San Salvador has sold 250,000 bags 
and does not care if they sell any more 
until December. Good mild supplies are 
scarce and local men have not been able 
to build up inventories. The spread be- 
tween spot Colombians and Brazils is 
about 12¢. A normal spread would be 


Louis Ozor, Fred de Berna and Werner Le- 
wald at the Western States Tea Associa- 
0 picnic at the San Mateo Memorial 
Park. 


more in the neighborhood of 5¢ to 6¢. 
If the spreads narrow, will milds give 
way? Some coffee men say that the 
pressure will come in January, when the 
full movement of milds is underway, 

When green coffee prices reached highs, 

there followed a rise in some wholesale 
prices to a 94¢ level. Later in November, 
after coffee prices came down, an an- 
nouncement was made that the wholesale 
price was being reduced to 91¢. Chain 
stores announced that the reduction did 
not’ apply to them because they had 
bought ahead, and made no purchascs at 
the 94 cent level. They did not have to 
raise and lower their prices, as was neces- 
sary with some of the small-r stores. 
@ 8 Wellman Peck & Co., pioneer gro- 
cery wholesaler with a background of 
over 100 years in San Francisco, is liqui- 
dating its stocks and real estate and will 
concentrate its activities on the roasting 
of coffee. This is the news as released 
by Ellwood W. Wright, president and 
decendant of the founder, Bela Wellman. 
Its Oakland warehouse is being sold to 
the United Grocers, and plants in Red- 
wood City, San Diego and Eureka are 
likewise being disposed of. 

Stanley Onellion will continue with the 
company, as before. Ellwood said that 
they will now concentrate on expanding 
the Wellman brand and continue to roast 


for the trade. Whether the new opera- 
tions will require a move from the 
present location he was not prepared to 
say. 
@ ® Manning’s originated in Seattie with 
a smail roasting plant. Later it grew into 
a sizeable operation, supplying bag coffee 
to its restaurants in the Northwest. Just 
recently, according to Bob Manning, they 
closed down the Seattle plant, sold the 
building and will supply all their coffee 
to the trade and their restaurants from 
the San Francisco plant. 
= #8 C. G. Cambron, of the company 
bearing his name, recently lost his wife 
Bell, aged 90. He is 95 and only retired 
from business about ten years ago, He 
started in the coffee business in 1890. 
@ @ The San Francisco Coffee Club is 
holding its annual Christmas golf meet 
and party at the California Country Club. 
John Cognetta brings his reign as presi- 
dent to a close with a bang-up affair that 
will go down in the history of the Club. 
Tack W. Schimelpfenig and Norman 
Johnson are co-chairmen. The commit- 
tee consists of Norman Benson, Fred 
deBow and Ed Wilson. There were 
prizes, a fine banquet and unusual enter- 
tainment. 
= @ The S. F. Pellas Co. is expanding 
its activities in Central American coffee 
through the incorporation and their par- 
ticipation in three companies in that 
region according to Lloyd Thomas, presi- 
dent of the local company. In Nicaragua 
the Commercial Internacional, S.A., to 
be known as CISA, has been incorporated 
with Duilio Baltodano P. as_ president. 
In San Salvador, a company of the same 
name was organized with Charles J. Mc- 
Caughry as manager; in Guatemala City, 
with Juan Rogoymske as president. With 
increased capital and closer working con- 
nections with these companies, which 
were—before the recent moves—going 
concerns in their respective countries, it 
is expected they will extend their opera- 
tions in coffee and other lines for export 
and import. 
= @ Charlie Montague, tea buyer of 
M.J.B has a new assistant, Stanton Lee. 
Stanton takes the place of Ray Mason, 
(Continued on page 86) 
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= @ Charles F. Slover, who was presi- 
dent of the New York City Green Coffee 
Association in the 1954-55 year, was pre- 
sented with a sterling silver cigarette 
box as a momento of his service. 

A token of the New York trade’s 
“sincere respect and affection”, the ciga- 
rette box had inscribed on it the signa- 
tures of the directors of the association. 

Mr. Slover was succeeded as president 
in September by Fred C. Byers, of Hills 
Bros. Coffee, Inc. 
= @ New Yorkers at the San Francisco 
convention of NCA liked the big-city 
site, for a change. 

Of course, the inevitable comparisons 
with resort sites like Boca Raton came 
up. Some members of the trade said they 
would have preferred Boca even this 
time, but most, by far, were enthusiastic 
about San Francisco, 

What many of the New Yorkers liked 
was the larger attendance at the sessions, 
the chance to enjoy the charming Golden 
Gate city under the guidance of the resi- 
dent coffee men, and the opportunity to 
see on their home ground the coffee 
people of one of the industry’s other 
big centers. 

One local roaster contributed another 
thought. San Francisco, he said, didn’t 
mean a lot of new clothes—summer things 
and swim togs—for the wife. 
® & George I. Gilbert, president of the 
U. & J. Lenson Corp., has been named 
coffee chairman in the 1956 fund drive 
of the Greater New York Councils, Boy 
Scouts of America. 

Heading up the drive for spices is 
john M. Weyer, president of Van Loan 
& Co., Inc. 

Harold Suttle, of Thomas J. Lipton, 
Inc., is chairman of food manufacturers. 

The appointments were announced by 
Hugo F. Jaburg, chairman of the board 
of R. C. Williams & Co., Inc., and chair- 
man of the food division of the Man- 
hattan Businessmen’s Committee for the 
drive. 


The campaign opens with the 15th an- 
nual dawn patrol breakfast in the Grand 
Ballroom of the Waldorf-Astoria on 
January 10th. 

Campaign goals have been set at $921,- 
000 for operating expenses and $400,000 
for camp expansion and rehabilitation. 

The food division goal is $17,500 of 

the $365,000 goal set for the 15 divisions 
of the Manhattan Businessmen’s Com- 
mittee. 
@ ® Monitz, Wallack & Colodney, 99 
Wall Street, coffee and sugar brokers 
have applied for membership in the 
National Coffee Association. The firm 
is now a member of the N. Y. Coffee & 
Sugar Exchange and the N. Y. Cocoa 
Exchange. I. E. Edelstein is in charge 
of the coffee futures trading department. 
= # Up for membership in the Green 
Coffee Association are the Ufinindo Inter- 
national Corp., 82 Beaver Street, and 
Seas Shipping Co., Inc., 39 Cortlandt 
Street. 

Charles T. Ney, widely known in coffee 
circles, heads the green coffee department 
at Ufinindo. 

Frank R. Smith, assistant traffic man- 
ager, is in charge of inward freight at 
Seas Shipping. 

@e@Mr. and Mrs. Berent Friele re- 
turned to New York from Brazil recently 
on the Moore-McCormack liner Brazil. 
Mr. Friele is the senior consultant on 
Point IV for the Institute of Inter-Amer- 
ican Affairs. 

® ® Chock Full O’ Nuts has begun sales 
of its all-method grind throughout New 
England, according to William Black, 
president. 

The brand is now being distributed in 
Massachusetts, Rhode Island, Maine and 
New Hampshire. Distribution began in 
Connecticut last year. Recently, Chock 
Full O’ Nuts began sales of its product 
in Pennsylvania, Delaware and Southern 
New Jersey. 
= #@ William Bolte and Joe Byrnes, of 
Leon Israel & Bros., Inc., are at home 


recuperating from operations. Mr. Bolte 
was hospitalized for a gall bladder op- 
eration. Mr. Byrnes, who underwent an 
emergency appendectomy, is expected 
back in harness soon. 

® ® Carlos Trueba has returned from a 
three-week trip to Colombia. While there 
he visited various shippers and renewed 
acquaintances with old friends. 

= @ Want tea free? Become a Santa 
Claus. A kind hearted New Yorker re- 
ceived this ruling from the City health 
department: He did not have to get a 
food handler’s license to serve hot tea 
to street corner Santa Clauses during 
the Christmas season. 

@ @ Dr. Ernest E. Lockhart, Scientific 
Director of the Coffee Brewing Institute, 
moderated a panel discussion on Flavor 
and Food Acceptance at the Fifth Annual 
Food Forum sponsored by the United 
Fruit Company. 

Held recently in the Grand Ballroom 
of the Plaza Hotel, the Forum attracted 
food and nutrition specialists from all 
parts of the country. 

Dr. Lockhart pointed out that the 
average layman has little knowledge of 
the concept of flavor and its interrelation- 
ship with food preference or acceptance. 

Members of the panel discussed aspects 
of the problem as they relate to industry 
and the armed services. There was also 
discussion of certain psychological vari- 
ables which influence consumer response 
to foods. 

@ @ The Coffee House is on its way 
back. The postwar revival of these popu- 
lar meeting places is spreading across 
the country, according to Cue magazine. 

The furnishings in the New York cof- 
fee houses range from the bohemian in 
Greenwich Village to the ultra-swank 
east-midtown, with a wide choice of 
variety in between. One piece of equip- 
ment is common to all—the expresso. 

The menu variety is almost as great. 
In some it is little more than “coffee 
and .. .”, in others the menu ranges to 
cover 32 varieties of coffee. 

The latest innovation is found in a 
midtown coffee house. All the waitresses 
will be Equity members, a qualification 
for serving coffee no other cafe demands. 
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Importers and Agents of 
all African Coffees 


Cable Address: UFINCAFE 

















S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 
New York 5, N. Y. 


Reaud-Geeck Corporation 
Mexican — Santo Domingo — Ecuador 
Guatemalan—Venezuelan 
Cuban— Africa 

Coffees 


59 PEARL STREET NEW YORK 














67 Wall Street 
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Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Baizac Bros. & Company, Inc. 





Edward P. McCauley & Co. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 

















GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 


90-96 Wall St., New York, Tel. BOwling Green 9-1497 
Agents for 


SOC. RIO PRETO DE CAFE, LTDA. 
SANTOS — PARANAGUA 


ABREU FILHOS EXP. E IMP. S.A. 
RIO DE JANEIRO 








JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 














WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


Green Cobfees 


Tel. HAnover 2-1566 





A. L. RANSOHOFF Co., INC. 
Coffee 


NEW YORK 


Cable Address 
108 Front Street 


“RANWILLIG” 

















INDUSSA CORPORATION 
GREEN COFFEES 


Agents for 
CAFE KIVU (Arabicas) 
CAFE CONGO (Robustas) 


511 Fifth Avenue Cable Address: 
New York INDUSSACOM 








CHARLES F. SLOVER & Co., INC. 


Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 























W. H. LEE COMPANY 


COFFEE 
COMMISSION BROKERAGE 


NEW YORK 101 rronr sr. 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC. 


Cable Address 
“WILEECOM" 




















WESSEL, DUVAL & CO.,linc. 
1825 


EXPORT F233] IMPORT 


Coffee and Cocoa 


CABLE ADDRESS 
HEMENWAY, NEW YORK 
67 BROAD STREET. NEW YORK 4,N.Y. 
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Fw CAkjice Votes 





By W. McKENNON 


= ® Tom Buckley, of Buckley and For- 
stall, brokers, riade a_ business trip 
through the Southeast following the 
Southern Coffee Roasters Association 
meeting, which he attended in Birming- 
ham. 

@ @ Edward A. Levy, formerly with J. 
Aron & Co., and Zander and Co., in this 
city, was in New Orleans to attend the 
funeral of his sister, Sarah Jane Levy. 
Mr. Levy now resides in Salt Lake City. 


@ mm Mr. and Mrs. Clark Hall, of St. 
Louis, son-in-law and daughter of Mr. 
and Mrs. Tom Hawken, were recent visi- 
tors in New Orleans. 

@ @ Charles Swanson, of W. D. Stuart 
& Co., New York City, was a recent visi- 
tor in New Orleans ,where he called on 
the trade. 

@ @ Fred R. White, of Stewart Carnal 
& Co. Ltd. is expected back to the 
office shortly, following a minor opera- 
tion from which he is recovering nicely. 
= & Among New Orleanians who attennd- 
ed the Southern Coffee Roasters conven- 
tion in Birmingham were David A. Kat- 
tan; Jim Riley, Jr., of Wm. B. Riley & 
Co., Inc.; Eddie Rosen, of Leon Israel 
& Bros., Inc.; J. J. Myers of the Oul- 
liber Coffee Co.; Phil Ricks, of Adolph 
C. Ricks & Co.; Fred Abbate and Al- 
bert Schaaf, of Stewart Carnal & Co., 
Ltd. 

@ ® Carl Borchsenius of the Carl Borch- 
senius Co., Inc., New York City, visited 
the local office on a trip which included 
Chicago, Kansas City and Houston. 

= @ George Kaspar, of the Nationai Tea 
Co., visited the trade here recently. 

= @ E. P. Barlett, Jr., has returned from 
a trip through the Southeastern states in 
the interests of the American Coffee Co. 
@ @ Wiimer T. von Gohren and family 
spent the Veteran’s Day weekend at the 
Gulf Hills Dude Rranch, on the Mississip- 
pi Gulf coast. 

Rudolf S. Hecht, chairman of the board 
of the Mississippi Shipping Co., has 
been appointed a member of the newly 
appointed advisory committee of the Ex- 
port-Import Bank, and was in Washington 
recently for the committee's, first meeting. 
= w E M. Gant of the Colonial Coffee 


Co., Inc., Nashville, spent several days in 
New Orleans on vacation en route home 
from the National Coffee Association con- 
vention. 

= @ Fred Delamain, of J. Aron & Co., 
Inc., with headquarters in San Antonio, 
was in New Orleans recently. 

@ @ David A. Kattan addressed the meet- 
ing of the Toastmaster’s Club here re- 
cently. 


Southern California 
By VICTOR J. CAIN 


@ @ Warren Emmerling has resigned 
his position with Ben Hur Products, a 
division of McCormick & Co., Inc. As 
yet Warren has not announced his fu- 
ture plans. We all wish him the best 
of success, whatever undertaking he 
decides to follow. 

@ @ Irving Manning, of the Smart and 
Final Iris Co., recently made a busi- 
ness trip to San Francisco. 

@ # Norman Johnson, of E. A. John- 
son & Co., San Francisco, recently came 
to Los Angeles to call on the coffee 
trade. 

@ @ Earl and Ann Lingle spent a short 
time vacationing in Victorville, Calif. 

@ @ Beck Rowe, of the Bunge Corp., 
San Francisco, recently came to Los 
Angeles to call on the coffee trade. 
ee W.H. Kunz & Co., green coffee 
importers, have moved from Los 
Angeles to New Orleans, after many 
years in the Southern California city. 
The new address is 302 Magazine 
Street, New Orleans. 


St. Louis 
By LEE H. NOLTE 


s @ The intercity golf tournament was 
played in St. Louis this year over the 
beautiful course of the Glen Echo 
Country Club. 

The Chicago team: Dick Palicki, 
Ruffner, McDowell & Burch, Inc.; E. 
J. Menari, Leon Israel & Bros., Inc.; 
Tom Hellyer, Hellyer & Co.; Max 
Lander, Leon Israel & Bros., Inc., 
substitute. 

St. Louis team: Dana Brown, Man- 
hattan Coffee Co.; Lloyd Regis, Old 


Judge Coffee Co.; Jim Jenkins, O’Con- 
nor Ccffee Co.; Ed McCleery, Jr., W. 
Ferd Dahlen Co., Inc. 

The trophy was furnished by the 
Chicago club and won by St. Louis. 
Another event of the day was the 
handicap tournament, which was won 
by Dana Brown with a net of 63. The 
low gross was won by Ed McCleery, 
Jr., with a score of 77. 


San Francisco 
(Continued from page 83) 


recently resigned. He is a graduate of 
City College. 

@ @ The India tea delegation was honor- 
ed at a luncheon in San Francisco by the 
Western States Tea Association. U. K. 
Ghoshal said the big problem in India is 
not to grow tea, but to sell it. His country 
is now producing about 640,000,000 pounds 
of tea, of which 180,000,000 pounds is 
consumed at home. In ten years, he esti- 
mates his country could use 200,000,000 
pounds, 

In order to keep production in line with 
consumption, India is regulating acreage 
increases. All growers require a govern- 
ment license and cannot extend his acre- 
age without government consent. The ob- 
ject of this control is to equalize the in- 
terest of all concerned—the consumer, the 
grower, the worker and the distributor. 

A surplus of from 30,000,000 to 40,- 
000,000 pounds is considered normal and 
could be taken care of satisfactorily. If 
production went up to 700,000,000 pounds, 
500,000,000 pounds would have to be sold 
abroad. Therefore, India is vitally in- 
terested in the growth of consumption in 
the foreign market. India fully realizes 
the necessity of supporting the Tea Coun- 
cil, and the need of support by the trade 
in the United States. 

In his travels, Mr. Ghoshal has noted 
with gratification the support and cooper- 
ation the India Tea Delegation has ob- 
tained. Mr. Ghoshal is chairman of the 
Tea Board of India. 

H. P. Barua, another member of the 
delegation, is a tea grower in Northern 
India. His family has owned for three 
generations 500 acres of tea in the state 
of Assam. What he had to say was 
therefore based on years of practical ex- 
perience. When asked about the effects 
of the flood in October, he said that most 
tea is grown in the highlands and was 
therefore not much affected by the flood. 
However, market disruptions were 








607 Tchoupitonias St. 








HONDURAS WASHED COFFEES 
HONDURAS UNWASHED COFFEES 


DAVID A. KATTAN 


COFFEE IMPORTERS 
New Orleans 12, La. Tel: CAnal 5745 


en 


D'ANTONIO & CO. 


BROKERS e 
203 Board of Trade Annex, New Orleans, La. 


Coffee 
AGENTS 


























Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 
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brought about by the breakdown of trans- 
portation and congestion in the ware- 
houses. 

Regarding cost of production, it is 
estimated that the floor is from 39 to 40 
cents. Efforts are made to prevent over- 
loading the Calcutta auctions by holding 
back tea at times, thus allowing more 
normal and even markets. Auction prices 
in 1954 rose to great highs, but broke 
February to May of this year. Now 
prices are going up again. London is 
short on spot teas, but there is no more 
real reason for tea to go up this year 
than last, he concluded. 

Toby Hyde gave an analysis of the 
tea situation in the United States as it 
stands today. Tea consumption this year 
is running under 1954 but ahead of 1953. 
Prior to tea promotion in this country, 
grocery sales of tea were running about 
level. In 1952 there was an increase of 
5%, and this continued at about the same 
rate in 1953. However in 1954, under 
the great stimulus of high coffee prices, 
tea sales took a spurt. Only normal in- 
creases would have taken place, but for 
this situation. 

Thus comparisons of 1955 with 1954 do 
not entirely show the picture, Mr. Hyde 
added. Increases in contributions to 
the Tea Council by the packers and In- 


tising purposes and enable the Council 
to spend more money in western states. 

The Army is placing bids for 45,000,000 
tea bags. The basis of handling is 150 
bags to the pound, while standard com- 
mercial practice is 200 bags to the pound. 

Jo Bransten, in summing up the meet- 
ing, said that the promotion of tea is a 
long term necessity and that there was 
more cooperation in this field than in 
other lines of business endeavor. 
eer. L. S. Sing, consul general for 
India in New York, spoke of the cooper- 
ation of tea interests in this country with 
India. He appreciated the warm reception 
the delegation had received. 

The other member of the delegation was 
J. L. H. Williams. 

In all, it was felt that W.S.T.A., under 
the guidance of its president, Manuel Se- 
queira, had managed a very creditable 
welcome to the India tea delegation. 

@ ®@ Joseph A. Braun, who was con- 
troller of A. Schillings & Co., has been 
promoted to vice president and controller. 
He has been with the company since 1943. 
@ @ Jack Sassard, who has been ir 
charge of tea promotion for A. Schilling 
& Co. at Los Angeles, has been trans- 
ferred to San Francisco. He has been 
with the company since 1946 and reports 
that the tea business of his company is 


= @ Elmer Briggs can well take pride 
in his three boys. All three have won 
their title of Eagle Scouts. According 
to Elmer, the questions fired at boys in 
their oral examinations are about as 
tough as those which face aspirants for 
Phd. Gordon is a student at U.C. Doug 
las was one of six who represented San 
Francisco in the World Jamboree. Ken- 
neth the younger is coming along. 


# # San Francisco friends were all hap- 
py to again meet Tom O’Rourke of the 
Aldine Paper C o. at the recent luncheon 
given the India Tea Delegation. Tom 
was prominent in the early days of the 
W.S.T.A., when he was connected with 
Standard Brands. 


@ @ For the San Franciscan the recent 
convention of N.C.A, had many interests. 
Not the least of them was meeting people 
from all parts of the United States and 
the coffee world. For example, at one 
table at the banquet of Wednesday night 
sat I. Edward Edelstein of Monitz, Wal- 
lack & Colodney, members of the Coffee 
Exchange in New York. The lady at his 
right noticed that he was taking his sec- 
ond cup of coffee. For conversations 
sake she asked him if he was not afraid 
it would keep him awake. “No”, he an- 
swered, “it’s not the coffee I drink which 
keeps me awake, but the coffee in the 


dians will mean more funds for adver- very good. 


warehouse.” 





U. S. Congressmen tour Colombia 
(Continued from page 29) 





picked. The additional expense in this multiple operation 
was obvious to the Congressmen at once. 

Representative Abernethy commented on the similaritly 
of this problem to the picking of cotton before the mechani- 
cal picker was invented. Dr. Parga explained that human 
ingenuity had to yet produce a machine which could dif- 
ferentiate between ripe anl unripe coffee cherries, much less 
function on the steep monutain sides where Colombia’s 
coffee grows. 

In the farmer's backyard the Congressmen saw a new, 
deep concrete tank which was fed sparkling fresh water 
through a bright iron pipe. Dr. Ospina pointed out to 
the Congressmen that the tank and pipeline had been con- 
structed with the financial aid of the Federation as part of 
their broad social service extension program. The farmer 
explained that he contributed 22% to the cost of the project 
while the Federation contributed 80%. The farmer's three- 
room house was one of several hundred constructed on the 
same financial basis within the last few years in the Caldas 
area. 

Dr. Ramon Mejia Franco led the Congressmen down 
into the farmer’s coffee grove. Here they saw examples of 
Federation sponsored measures to control erosion in the 
form of broad rows of pineapples planted around the side 
of the steep mountainside. The farmer also showed the 
Congressmen tactics used to combat the ravages of the 
Amaga ant, tactics the Federation’s Extension service had 
taught him. 

Congressmen Poage noted the similarities between the 
extension services of the Fedration and the United States 
Department of Agriculture. He laughingly enquired of Dr. 
Parga if Colombia's coffee farms were satisfied with the 
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Fede:ation’s extension activities. Dr. Parga assured him that 
no matter how much the Federation did, the farmers were 
ready and willing to accept more. Congressmen Poage 
smiled and said, ‘‘Just like my Texan cotton growers.” 

At the Research Center at Chinchina the Congressmen 
were shown dozens of acres where experimentation in the 
development of more fruitful varieties of coffee trees were 
in progress. After a sumptous lunch on the lawn in front 
of the administration building they saw how coffee is pro- 
cessed for market. 

They watched the ripe, red cherry disappear into the 
sharp maw of the depulping machine and flow into the fer- 
mentation tanks. And then they saw how the partially clean 
coffee beans were washed by hand in fresh water in long 
shallow, concrete canals. They stood under the hot tropic 
sun and watched hundreds of pounds of freshly washed 
coffee spread to dry by the sun on board concrete patios. 
Dr. Mejia Franco pointed out that three days of sunlight 
are required to complete this step and that the coffee had 
to be picked up and covered each night or whenever rain 
threatened during the day. 

This was the problem of the wheat farmers, Congressman 
Lovre said. Wet wheat represented economic loss to its 
producers just as wet coffee added costs to the production 
of that crop. 

It was a weary group of Congressmen and coffee men who 
returned to Bogota that evening. The Congressmen en- 


thusiastically thanked the Federation for the completeness 


of the trip. They were, Congressman Poage said, now able 
to understand some of the complexities which lay behind the 
millions of cups of coffee consumed annually by their con- 
stituents and other people in the United States. 

“For my part,” Congressman Jones said, “I'll never drink 
another cup of coffee again without wondering how it can 
be sold as cheaply as it is.” 


87 





CLASSIFIED ADVERTISEMENTS 





Tremendous Selection 
Modern Rebuilt Machinery 


At Bargain Prices 


Bauer No. 322 Radiant Ray Roaster with 
Color Coniroller. 


Burns 2 and 4 Bag Jubilee Roasters. 
Jabez Burns No. 25, 4000 Ib. Granulator. 
Jabez Burns No. 35 Coffee Roaster. 
Burns No. 12 Coffee Grinder. 

Resina LC, Capem 4-Head Capoer. 


Day Dry Powder Mixers, 50, 10u, 200, 
400, 600, 1,509 and 10,000 Ibs. cap. 


S. & S. late style Transwrap Fillers. 
Burt 611 AUB adj. Wraparound Labeler. 


Pony ML, World and Ermold Rotary 
and Straightaway Automatic Labelers. 


Pneumatic Automatic Cartoning Line. 
S. & S. Gl, G2, HG88 Auger Fillers. 
Whiz Packer and Triangle Fillers. 

Amsco, Doughboy Rotary Bag Sealers. 


Hayssen, Scandia, Miller, Package 
Machy., Campbell Wrappers. 


Prompt Delivery 


Complete Details and Quotations 
Available On Request 


UNION STANDARD EQUIPMENT CO 


318-322 Lafayette St, New York 12, N. Y 








FOR SALE 


COMPLETE 
COFFEE ROASTING PLANT 


Consisting of 
Two reconverted Burns 4 bag Jubi- 
lee Roasters. 
Stir-Flex Coolers, piping, fans, bins, 
etc 


IN FIRST CLASS CONDITION, 
READY TO OPERATE 


These roasters have been adapted to 
indirect flame roasting by hot air in- 
duction, with addition of steam at- 
tachments for high heat retention. 
They will take off a beautiful, fully- 
developed roast in substantially less 
time per pound. 


AN EXCEPTIONAL VALUE FOR 
THE MAN WHO CAN USE 
THIS EQUIPMENT 


For further information, contact 


S & W FINE FOODS, Inc. 


155 Berry St., San Francisco 19, Cal. 
EXbrook 2-2474 
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SITUATION WANTED 








Coffee & tea man with unusual background. 
Family man—age 35—3 yrs. college, major- 
ing industrial purchasing & management. 
14 years experience in Green Coffee & Tea 
purchasing; roasting, cupping, quality con- 
trol & production. Excellent contacts-refer- 
ences. Salary no object, opportunity & 
future a must. Address: Box No. 67, care 
of Coffee & Tea Industries. 











AN INTERESTING SPICE BOOK 
THE BOOK OF SAUCES 


Coffee & Tea Industries 
106 Water St. New York 5, N. Y. 


BETTER COFFEE 


can be made in 


Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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With 1956 approaching 

we send our best wishes for 
continued success to all 

our friends in the Coffee Trade, 
both in the United States 

and in the producing 
countries, together with our 
warmest hopes for personal 


health and happiness. 


OTIS MCALLISTER 


Established 1892 


310 Sansome St. 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave. 129 Front St. 228 King St., East 
SAN FRANCISCO 4 CHICAGO 10 NEW ORLEANS 12 LOS ANGELES 13 NEW YORK 5 TORONTO 2 


| Main St. 216 S. 7th St. 
HOUSTON ST. LOUIS 2 


MEMBER OF eA 

















